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PLAN FOR EXPANSION... 


INSTALL Tomorrows (Lf perhomo TODAY 


Look ahead! Will the homogenizer you put in the 





1200 line today have enough capacity for tomorrow? 
GALS. PER HR. Cherry-Burrell’s SUPERHOMO offers a very large 
range of capacities; makes it easier to plan for R. A 
expansion; eliminates the need for buying new or 


additional equipment a year or two from now. 


For example, if you are processing 600 gallons 

wi: per hour now, install the “Frame D’’ SUPERHOMO. 
500 This machine will cover the capacity range of 500 
GALS. PER HR. to 1,200 gallons per hour. And all SUPERHOMOS 


operate with maximum efficiency through their 


wf, = 


entire ranges. J. 


— Ph te 


Cherry-Burrell’s SUPERHOMO ... the world’s 
most advanced homogenizer . . . offers modern 
sanitary design, simplicity, rugged construction 
and operating efficiency based on exhaustive tests 
and years of experience. The solid stainless steel ‘ 
cylinder block and the homogenizing valve are 

sturdy, easy to handle, easy to clean and re- 
assemble. 


Get the whole SUPERHOMO story from your 
Cherry-Burrell Representative. 
CONSIDER CAPACITY RANGES! ee 


- ® ‘\ 











Frame Size Capacity Range \ 
. eee ee a 50- 200 g.p.h. 
6a wee ee 125- 500 g.p.h. 


This chart illustrates the capacity ranges of the five 
.S :e8 eee 300- 800 g-p-h. power frame sizes in the SUPERHOMO line. Your Cherry- 
“Dp” ‘s Burrell representative will use a chart like this when 

Shee 500- 1200 g-p-h. helping you select your SUPERHOMO for today's needs, 


ee eee 1170-2500 g. p.h. and tomorrow's desired expansion. 











RY-BURRELL CORPORATION 
427 W. Randolph Street, Chicago 6, Hl, 


FACTORIES, WAREHOUSES, BRANCHES, OFFICES 
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Last Minute Briefs... 





Newspaper Trouble 
In Some Markets 


Dear Customer 


Obviously hoping for another horse meat 
scandal, Chicago newspapers hopped up a one-man 
Show into headlines. Charges of selling milk in 
falsely dated containers were made against Chicago 
milk distributors by Alderman Robert E. Merriam. 
Merriam said that the distributors were dating 
their cartons ahead and selling milk that was 
"four or five days old" in defiance of existing 
health regulations. The alderman said he had 37 
affidavits from men working in dairy plants to 
support his charges. 


A spokesman for Chicago distributors Nev 
denied the charge and said that the affidavits 
were the result of union activity. He declared 
that Local 754 was primarily responsible. What 
the maneuver was supposed to accomplish, if it 
was indeed a union project, is not clear. 


Reo 
Tov 


Health Department head Dr. Herman N. 
Bundesen declared "I'll resign if these charges 
are true," according to one report. Another report 
quoted him as saying that health inspectors 
dumped 800 gallons of improperly dated milk a 
few days before. 


Firms named in Alderman Merriam's charge 
were Hawthorne-Mellody, Bowman, Borden, Capital, 
Beloit, Western-United, Hamilton Park, Honey 
Hill, and Theodore Renx. 


From the Olympian heights of the editorial 
chair, the business has all the earmarks of a 
political football game. The usefulness of the 
perfect food as a political pigskin is well known. Re 


Two apparently unconnected items in the 
month's news indicate the trend in metropolitan 
areas. In New York, the City Milk Company has 
embarked on a venture which involves distributing 
milk in quarts through vending machines installed 
in apartment houses. At the same time, a con- 
tinuing study of retail routes in the city 
carried on by Borden's has caused that firm to 
discontinue some of its retail service. 
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Cream Market Rough 
In Northeast 


70 
New England Adopts 
Realistic Attitude 
Toward Vegetable Fat 

rt 
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_ Reader’s Digest on 
Dry Skim 
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A trend away from beef and back to 
dairying, plus a decline in consumer use, plus a 
questionable pricing program has Knocked the bot- 
tom out from under the cream market in the 
Northeast. With total milk flow up as much as 
ll per cent over a year ago, cream prices have 
sagged under the impact of large surplus sup- 
plies. Prices in New York are $6 to $8 a forty- 
quart can under last year's quotations at the 
same time. Heavy increase in butter production 
are one result with practically all of the output 
going to the government. Government purchases 
amounted to 74,000,000 pounds up to mid-February 
over a season when such purchases are ordinarily 
non-existent. The subject is covered in more 
detail on page 50 of this issue of the American 
Milk Review. 


The change in dairy industry thinking on 
the question of vegetable fat is clearly demon- 
strated in New England. Industry activity in the 
legislative field contemplates revision of exist- 
ing legislation and asks proper identification 
and comparable competitive standards. For ex- 
ample, one state at present specifies 14 per cent 
cream as a legal minimum. If vegetable fat is 
allowed on the basis of 10 per cent, honest ice 
cream is obviously at a competitive disadvantage. 
It is this sort of inequity that the industry 
seeks to redress rather than prohibitory laws. 
Despite this attitude, however, there is still a 
substantial sentiment in favor of outright pro- 
hibition. Many leading producers, nevertheless, 
are champions of the fair competition approach, 


The January issue of the Readers Digest 
has an article entitled "More Milk for Less 
Money." The article is in quite marked contrast 
to the usual venomous article on the subject of 
milk prices that have appeared in the magazine 
previously. The article is reasonably accurate 
and supports the idea of dry milk as a supplement 
rather than a substitute for fluid. One notes, 
however, the usual freedom with which feature 
writers compare prices. Dry skim at 40 cents a 
pound which can be reconstituted to 5 quarts of 
fluid skim is compared with regular milk at 23 
cents a quart. Borden's jumped onto the band- 
wagon and slugged the article across the top 
of recent Starlac advertising. 








SHORT TIMERS #2 4 Editor 


Foreign Fats Are a Problem in 
Competition 


URING THE PAST eighteen months, the Editor of the American 
[) Milk Review has been called upon to address a number of industry 

groups on the subject of vegetable fat. Because the subject is so 
important, the discussions have made good newspaper copy. Although the 
press has, on the whole, done a reasonably intelligent job of reporting, 
those aspects of our position calculated to produce the best reading have 
been the elements emphasized. The result has been an incomplete picture 
of our position and, in some cases, a distorted picture. We would, there- 
fore, like to take this opportunity to set the record straight. This is what 
we believe. 


We believe that the vegetable fat problem is a problem in competition. 
If this is true, then the ultimate arbiters of the controversy are the people 
whose purchases will indicate their decision in favor of either vegetable 
fat or butterfat. These people will choose whichever product offers them 
the most satisfactory combination of taste, nutritive value, appearance, 
and price. The only decision with any real meaning will come from the 
nation’s grocery stores and not from the legislatures. 


We believe that legislative activity on behalf of butterfat or on behalt 
of vegetable fat is without justification. The only legislative activity that 
can be justified is legislation in the public interest. Consequently, we are 
opposed to any effort on the part of the dairy industry to secure legislation 
that discriminates against vegetable fat in order to gain a competitive 
advantage. We oppose this for two reasons. Although discriminatory legis: 
lation has been enacted in the past in favor of other commodities, silver 
for example, such legislation is contrary to the principles of free enter- 
prise to which we subscribe. Fully as important to the dairy industry, 
we are opposed to discriminatory legislation because it is, in the long run. 


not only ineffective but detrimental to the industry that supports it. The 


vast amount of unfavorable publicity which butter received during the 


recent legislative battles concerning the restrictions on oleomargarine 


demonstrates the practical dangers of discriminatory legislation. When 
an industry or group places itself in the position of dictating to the public 
what the public can or cannot have, that industry or group has exchanged 
the bed rock of product merit for the shifting sand of political favoritism 
It is not a good trade. 


Although we are opposed to legislative activity that seeks a competi- 


tive advantage of one product over another, we are unequivocally in favor 
of legislation that establishes fair competitive conditions. We believe in 
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proper and enforceable labeling. We believe in equivalent standards of 
quality and sanitation. These are legitimate legislative activities both 
proper and desirable. 

A matter of practical consideration is the problem of labeling. A 
completely foolproof, satisfactory method of insuring product identification 
has not yet been worked out. In the case of butter, the natural yellow 
color is a sound label confused by the artificial color of oleo. Those ele- 
ments of the industry that would like to see the color restriction reimposed 
on oleo in order to provide simple and effective identification have a posi- 
tion supported by considerable logic. There is some sentiment for intro- 
ducing legislation seeking to translate this position into law. We are not 
sure that this is wise. Our question is purely one of practical public 
relations. We are extremely doubtful that the color restriction could be 
reimposed because there are more consumer votes than there are industry 
votes. Secondly, such action would be almost certain to precipitate an 
avalanche of unfavorable publicity which would work against butter and 
in favor of oleo. We are not afraid of the publicity as such, we simply 
wonder if it is not a sales hazard that more than outweighs any possible 
gain. 

Identification of vegetable fat or foreign fat substitutes in other prod- 
ucts such as frozen dessert is difficult. Extensive work is being done by 
many organizations in an effort to find a simple method of identification 
One proposal embraces the idea of harmless non-visual tracer elements 
in vegetable fat. These elements would be readily discernible by a simple 
test. There is some merit here but also some practical difficulties. 

It seems to us that the most practical solution to the problem is to 
make the consumer identification conscious. If the consumer insists on 
proper identification, a number of things will happen. Distributors of 
food with a reputation to protect will become more meticulous in their 
efforts to sell what the customer believes she is buying. Customers them- 
selves will become more discriminating in their tastes, a development 
that would work to the advantage of the dairy industry. Finally, public 
demand for proper labeling and identification would be a vastly greate 
spur to official regulatory agencies than the voice of a single industry. 


The most significant fact in relation to vegetable fats and the key 
to our position is the probability that competition for the dairy market 
either by vegetable fats or some other substitutes will continue. We believe 
that these products are here to stay, that in all probability there will be 
additional substitutes. The upheavals experienced in the sudden rush of 
these substitutes will settle down, and the dairy industry will be confronted 
with something it has never had before, constant and strong competition 


The implications of this situation are enormous. We believe that 
the basic approach must be vastly improved consumer relations. If con- 
sumers are convinced that dairy products and the dairy industry meet 
their taste, nutritional and economic needs best, then the battle is won. 
The problem is how to convince the consumer of this fact. 


We believe that the way to achieve this goal is through improved and 
extended advertising, merchandising, and public relations, primarily by 
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Combined Journal - Ledger 


Jim Kluger, specialist in 
dairy accounting, conducts 
his exclusive column in the 
American Milk Review each 
month. If you have an ac- 
counting problem or simply 
an accounting question, write 
to Mr. Kluger at Kapleau, 
Kluger & Company, 16 South 
Broad Street, Philadelphia, 
Pennsylvania. He'll do his 
best to give you the straight 
dope. 


CORRESPONDENT 
the 


“eash journal” in’ the 


writes to 


ask concerning use of a 
finicunn ial 
accounting for a dairv. He had heard 
that a journal mack 


full double entry 


such possible a 


svstem in a manne 
simplified bevond that of conventional 
Could be 


Phe cash journal—very poorly 


svstems he's got some 


thing 


named, incidentally—is better known 


descriptively, as a combined journal 


ledget Its use permits the initial re 


cording of a transaction, of whatever 


nature, and the accumulation of ac 


count totals, by month and vear, with 
out the necessity of posting to a sepa 
al combined 


rate ledger Hlence, it is 


journal-ledger 


16 


So far, it sounds pretty good. The 


rub 


however, is in its limitations. This 


device is admirably suited to a busi 


ness wherein the type of transactions 


we relatively few, and where the vol 


ume of transactions within a type Is 
small Hence it would not do to 
ittempt to substitute this system for 
i conventional one for any dealer 
other than the smallest For that 
group, however, and for an intermedi 
ate group whose operations may not 
be as complex is usual, the system 
might work very well 


In essence, a cash journal sa col 


umnar sheet which provides for ente1 


Ing a transaction of any nature, ex 


tending the distribution, and accumu 


lating the distributed totals. The dis 
tributed totals thus become ledge 
totals, making possible the prepara 
tion of financial statements directly 


the 


Considet 


without formality of posting to 


ledgers a dealer who buvs 


from just a few shippers pays twice 


a month, and sells on just a few routes 
lle IS financially sound 


little or no 


and thus has 


transactions in borrowed 


money. He employs verv few people 


has al 


minimum of equipment, and is 


not much interested in unit costs 


conditions, he might find 


method 


Given these 
this journal-ledget eminently 


satistactory 


It works something like this: 


TABLE | 
Key 
No. Transaction 
‘. Buys milk from farmers 
= Pays for last period milk purchased 


from farmers. 
3 Route sales 
4. Route collections. 
Ss. Pays various bills out of cash 
6 Pays wages and commissions 
7 Purchases a piece of equipment 
8 Pays for equipment purchased last 


month 
.. Proprietor draws his own salary 
10. Makes a bank deposit. 

The set-up in the journal-led 
would be als shown Ith Fable iI 
page SS. 

The balances are those at the be 


ginning of a month, carried forward 
This procedure is followed throughout 
until the 


31st. 


the veal books are closed 


December Then the 


expenses are netted, net profit or loss 


sales ind 


{ 


carried to “proprietorship” and_ the 


balances of assets, liabilities, and pro 


prietorship carried to the next year 


The advantages of this plan are ob 


VIOUS. IS Carries 


He re, on two pages 
the entire financial record for a month 
No postings are needed. Each colum 


total is likewise a ledger account total 


As this is double entry, the total of 
debit columns each month must equal 
the total of credit columns. Thus, e1 


Please Turn to Page 88 
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EXTRA TRUCKS... 


























They didn’t need 
EXTRA 


PLANT EQUIPMENT... 
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BUT THEY DID NEED 


, 52 


a top quality 
Orange juice concentrate 


GREEN SPOT (2 


to produce an all-time high 
in extra profit sales in 1952. 
see the chart 

on the next two pages 

for their sales record. 
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Chart of one dairy’s actual 195jGR 


Based on 13 4-week periods 






































Ist Period 5th Period 6th Period 1th Period 
Jon. 1, 1952 Here are the facts nn 
e ” b | 
on this dairy’s 
GREEN SPOT sales: 
100,000 
Ist year —1936— 362,152 quarts eas ian, cari 
12th year —1952— 766,452 quarts 
1952 dollar sales over $125,000.00 
This dairy operates 28 retail trucks and 20 
L 90,000 wholesale trucks. Over the years, with a top- oe 
quality orange juice concentrate—GREEN Bes pene 
SPOT—this dairy has scrupulously mixed the 
orangeade according to formula. They have 
used all the tried and proven advertising and 
90,000 merchandising aids supplied by GREEN 
: SPOT, and have aggressively sold the 
product. The record speaks for itself! 
70,000 | 
60,000 
L 
50,000 
40,000 
30,000 


























You haven’t heard anything yet! 


In this same community of 330,000, there 
are 7 additional dairies distributing 
GREEN SPOT. Their total 1952 GREEN 


SPOT sales were 1,520,730 quarts. The 
grand total of GREEN SPOT sales in this 
city amounted to 2,287,182 quarts—or 
6.93 quarts of GREEN SPOT for every 
man, woman and child. 
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95/GREEN SPOT Sales in city of 
330,000 population 


bth Period 7th Period 8th Period 9th Period 10th Period lth Period 12th Period 13th Period 
SN 





july 1952 Dec. 31, 1952 














SeManiad, ee te 2 Peak Season Sales: 82,865 quarts per 4 week period 


3 Month Summer Average: 76,476 quarts per period 























3 Month Winter Average: 45,610 _ |-- — ~~ ~—- T 
quarts per period (only 40.4% 


______ less than summer average volume) 



































ts. The This city is not an isolated example of cities are reporting sales performances 
in this what dairies can do with GREEN SPOT. equally good. 
rts—or Dozens of communities, from coast to /. | 
every coast, in towns of less than 1,000 popu- | =) 
lation and on up to large metropolitan ~~ e 
View March, 1953 1 








A Trend of Cash Value 
to the Dairy Industry 


The national trend in the beverage industry 
is toward the sale of larger units, princi- 
pally quart sizes, in place of individual 
bottles. Equally important is the trend to 
non-carbonated fruit beverages containing 
no preservatives. The most popular of 
these, by a wide margin, is orange. The top- 
quality, non-carbonated orange drink in the 


country is GREEN SPOT! 


Dairies are ideally equipped to take ad- 
vantage of this beverage trend. They 
already have the plant equipment, the 
trucks, the ability to correctly mix and 
deliver real fruit orangeade directly to the 
homes, and to their wholesale stops— gro- 


ceries, restaurants, hotels and institutions. 


The GREEN SPOT sales promotion staff 





GREEN 


devote their entire time to the development 
of effective, proven programs that help 
dairies profitably sell more GREEN SPOT. 
They are aided by more than 600 dairy 
jobber-salesmen across the nation. Right 
now they are introducing GREEN SPOT’s 
1953 merchandising program. This includes 
sampling, coupons, bottle hangers and col- 
lars, leaflets, store displays, truck signs, 
driver sales contests, and other cooperative 
advertising running into the hundreds of 


thousands of dollars. 


Some dairies may not be called uponas early 
as they would desire. If the GREEN SPOT 
direct representative or your GREEN 
SPOT dairy jobber-salesman has not yet 
called upon you, Mr. Dairyman, please write 


or wire 


SPOT, INC. 


1501 Beverly Boulevard - Los Angeles 26, California 


The uniform quality of GREEN SPOT orange concentrate is the result of pains- 


taking care. The finest tree-ripened oranges are used. They are processed under 


rigid sanitation, all stainless steel equipment, low temperature concentration, 


laboratory controlled and shipped to dairies under refrigeration to guard that 


“fresh from the grove” flavor. 
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harges 10 Dairies Selling 
Stale Milk; Probe . Asked 


rly datec 


Discouraging Headlines 
Major Industry Problem 


BAD PRESS continues to be one 


of the hazards of existence fon 


the dairy industry in general 
wd the fluid milk business in particu 
specific 


ir. Three examples within 


the last few months illustrate — this 


roble ae 


Last fall, fluid milk distributors in 
Detroit received a hiding from news- 
papers in the motor citv. The occasion 

is a bout with the Office of Pric« 
Stabilization concerning prices. Thi 
ress picked up the OPS charge that 
Detroit dairies were selling milk ove 
eiling prices and played it up into 
headline material. Actually there was 
nsiderable difference of opinion con- 
erning what the true ceiling price 
vas. As usual, however, this made 
little difference and the industry took 


n unwarranted beating. 


During Januarv, a Chicago aldei 
man whooped up charges against the 
ndustry In his city. The charges Con 
erned the sale of milk with impropel 
r false dates stamped on the con 
iner. Chicago has a dating ordinance 
nd Alderman Robert) E. Merriam 
harged that some dairies had been 
famping caps or containers with a 
ite later than the one allowed by law 
Although Dr. Herman N. Bundesen 
nd Alderman Clarence Wagner chal 
enged and denied the validity of Al 


] 


erman Merriam’s accusations. the 


eadlines read: “ ‘Stale Milk’ Charges 
Probed and “Charges Dairy Milk 
Here Is Pre-Dated.” 


The newspaper 1 ports of the epi 


de were reasonably fair accounts of 


hat took place. Alderman Merriam’s 
harge were reported is they should 
e been The denials and refuta 


ere also reported just as rea 
nably It was up top where the 
image was done. The “Stale Milk’ 
eadline received a big plav and. in 
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spite of the reasonableness of the rest 
of the story, the damage was done. 

One had the 
the headlines and the text that the 
press Was looking hopefully for some 
thing that might erupt into another 
“horse meat” scandal. 

Perhaps the most discouraging set 
ies of headlines and attendant stories 
were those that appeared in the wak« 
administration's decontrol] 


New York Post, a news 


paper that operates somewhat left of 


of the new 


activities. The 


center and tends to be rather quick on 


the trigger, came out with a headline 







feeling after reading 


This is one of the headines that ap- 
peared in Chicago newspapers in Jan- 
vary. The charges were denied, but the 


headline stands 


Demonstrate 


that fairly shrieked. PRICES GO 
ING UP” was the main message. Un 
derneath was the advice, “Milk, Bread 
Gas Lids Ending!” Of course, as the 
scribes point out, the “lids” were end 
ing. The price rise probably would 
although what = the 


asserted to be a fact was 


be forthcoming, 
headling 
actually only a possibility. In any case 
milk led the foods that 
were going to go up in price and the 
implication was that the wicked milk 


distributors would get tat off the hard 


parade of 


pressed public. 
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PRICES 
GOING UP 


MILK, BREAD, GAS LIDS ENDING 











The New York Post made a fact out of a possibility with this headline 
got prominent billing and another road block thrown in its path 


Of course milk 
Other papers carried 


the story but with less spectacular headlines 
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PRICE WAR HITS MEMPHIS MARKET 


Dean Milk Company Goes into Tennessee with Milk 


Operation ot a 
Wwe newcomer to the 


, i, Memphis area has 


stirred that section’s 
first price war in 
many vears, and 
from all indications 
there is no stopping 


point in sight. 


When the Dean Milk 
twenty-nine year old firm with head 


quarters in Franklin Park, Illinois, be 


Company 


gan distribution in Memphis last 
October 20, it brought on a general 
upheaval in the market. As of this 
date, all ot the COTMparnles are hold 
ing firm, at prices lower than those 
that formerly prevailed, but appar 
ently losing considerable revenue in 


the process. 


Dean, which operates through lo 
cal plants inh several Chicago suburbs 
Racine, Wis., Kenosha, Wis., Beloit 
Wis., Lake Geneva, Wis., Champaign 
Ill., and other cities, bought a plant 
some months ago in Conway, Ark 
Phe plant had been used by Swift & 
Company for butter production. The 
plant was renovated and re-equipped 
by Dean for receiving raw milk, proc 


essing, packaging and distributing it 


From Conway, the Dean firm has 
distribution to Little 
Rock, Pine Bluff and Conway, all in 


Arkansas, and Memphis in Tennessee 


expanded _ its 


Also some time avo, Dean entered 
into the Louisville, Kentucky market 
after buying the Findley Model Dairy 


plant that was already in operation 


24 


Processed and Packaged 


in Conway, 


Arkansas 


By EMMETT MAUM 


Dean, beginning a big campaign of 
advertising, came into the Memphis 
market last October 


a penny per quart under home-deliy 


setting its prices 


ered milk. It took only a few days 
for four of the established processors 
to reduce their prices In food stores 
then shortly afterward all the dairies 
met the figure of the newcomer. 
Ray Schutt, Memphis distributor 
for Dean’s who also operates in Lake 
Geneva and has been in the milk 
business twenty-one years, pointed out 
the logical reason for his firm com 


ing into the Memphis market. 


Attracted by Growing Market 

“Population has increased tremen 
dously Ith the Memphis area, said 
Mr. Schutt. “As a result, numerous 
new firms are coming to Memphis to 
supply the needs ot these new peo 
ple. For the Sali reason, Dean's de 
cided to go into the milk business in 
Memphis, Little Rock, Conway and 
Pine Bluff. Also that is the reason 
Dean’s bought the Findley plant and 
entered the market in Louisville.” 


Dean's operates in Memphis and 


other cities only through food stores, 
with no home deliveries. Consequent 
ly when prices were reduced, only 
those involving sales at stores were 
cut. The home delivery rates remained 
the same. 

“By selling only in’ stores,” said 
Mr. Schutt, “we 
of the middle man who delivers the 
milk. We feel that the profit derived 
from that 


eliminate the profit 


source should go to the 


— 


customer, and that is a good reason 
market in 


a quart less than 


why we came into. the 
Memphis a penny 


the established processors. 


“Besides, we feel that in selling 
milk only through stores we are co- 
operating with, rather than competing 
agaist the store owners. Suppose 
for instance, a grocer on the ground 
Hoor of a tenement house carried a 
certain brand of bread. But the baker 
who supplied him also made home 
deliveries to the people just above the 
store. Well, that has been the. situa- 
tion in Memphis in the past. Milk 
has been delivered to homes all 
around the grocers, and in my opin 
ion, that leaves the dairies doing s 


t 


In Competition with the grocers 


sell.” 
Mr. Schutt said that Dean’s milk 
market 


though it is brought in from Conway 


whom. they 


as fresh as any on. the 


“The milk is refrigerated all the way 
he said, “and there is no loss of tim 
vetting it to the food stores.” 

He went on to explain that Men 
phis actually has no Dean's plant 
Mr. Schutt is the distributor for the 
milk coming from Conway. He mail 
tains offices at 2462 Central Avenu 
in Memphis, where his fleet of truck 
receives the milk. They fan out 0 
distribution routes to Memphis gi 


cery stores. 
Extensive Promotional Campaign 
Dean’s came in with a promotiona 


bang and, according to Mr. Schutt 


intends to continue its campaign ol 
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STOP 
WOOD 
ROT! 


CUMBERLAND Has AN EXCLUSIVE 
NEW FEATURE THAT SAVES YOU MONEY! 


PRESSURE. TREATED 


If wood rot, which is caused by a fungus 
(mold), is a problem, the life of the 
wood in your Cumberland Cases can 
NOW BE MULTIPLIED SEVERAL TIMES. 


The wood is impregnated with an effective fungicide. This is done 
under high pressure. Resin is added to this solution to lessen the 
absorption of moisture. This keeps the weight of the case at a minimum. 


Experience has shown that treatment If wood parts are not lasting as long 
under pressure gives greater protection as metal parts in your cases, this new, 
than any surface coating. For years exclusive Cumberland pressure treat- 
this has been exemplified by the treat- ment can mean important savings to 


ment of crossties and telephone poles. you. Full information on request. 


This is another reason why 


YOU GET MORE FOR YOUR MONEY WHEN YOU BUY CUMBERLAND PRODUCTS 


CUMBERLAND CASE COMPANY 


CHATTANOOGA, 


ENGINEERED PRODUCTS 


20-Quart Case for Paper Milk Containers 


THE WOOD PARTS IN ANY CUMBERLAND 
CASE CAN BE PRESSURE TREATED 




























Quart 3x4 Case for Square Glass Milk Bottles 


TENNESSEE 





children in the studio to drink “some 
of this good cold, delicious Dean’s 
Country Charm Milk.” Frequently 
children will break in during the show 
and ask for another glass of milk. This 
gives Wood an excellent unrehearsed 
opportunity to plug his product while 
thousands of housewives, as well as 
children, are looking in. Naturally 
this is acquainting many with the nev 
products. 


Dean's has utilized two excellent 
ideas in the Memphis trade area to 
acquire business. It became the first 
of the firms here to sell Half-and-Half 
and sales have been good on that prod- 
uct. Also Dean’s began featuring half- 
gallon containers. Some. dairies in 
Memphis already had _half-gallons 
available, but they were not featured 
on the market. Today many of these 
larger sizes are being sold in food 
stores all over the city, not only by 


Dean but other dairies as well. 





The new firm sells homogenized 
milk, buttermilk, Half-and-Half, Sin- 
gle X and Double X cream and cot- 
tage cheese. All of its milk is sold in 








paper containers, which were already 
on the Memphis market in stores. The 


established concerns here sell all milk 


Dean's M ilk 
Lonyland Juord 


4 TRENT — 


Characteristic of the all-out quality of the Dean Company activity in Memphis is MEMPHIS, TENNESSEE 

their advertising program. One feature of this campaign is the television show 

“Storyland”. A letter to grocers, calling their attention to the Dean program, 
helped exploit the advertising potential. 


on home deliveries in glass bottles. 

















Dear Mr. Grocer: 


You'll be hearing from the mothers and 
kiddies who watch the Storyland TV Show 


advertising in the future. “That is the lieve that people have be- (WMCT Monday through Friday at 11:00-12:15 

; » ie . — : : ; ‘ ’ . A.M.) now sponsored by Dean's Milk on 
policy of our firm,” said Mr. Schutt. come more milk conscious. ination, Ginadiee at Gatees. 
“Of course, we have a job to do in And as a result, everybody 

re’ : WwW” I'm the M.C. and ob is to build Dean 

acquainting the people of the Mem has sold more milk. ent, enaineiinin Gin A. ies Gubaenenion dhen 
phis area, including the food store oe ieiek. Backs shat is another example of the work Dean is doing 

, vith on sroducts. We feel ; s : : to support grocers by a continuous hard-hitting 
eenrnes Smee ew. ores 7 : Dean's campaign prompted advertising program. 


that through dignified advertising we a 
S other Memphis firms to ad- 
ire doing that. But we want to con- Watch for more big Dean plans coming up. 


‘ vertise more than prey iously. 
tinue to keep the spotlight on milk 


v Sincerely, 
and believe we will profit by it.” In addition to its news CVs 


paper advertising, Dean’s has Trent Wood 
Mr. Schutt believes, in fact, that 


gone into the television field, 
the entire milk industry in Memphis sponsoring “Storyland,” a pro- inten of oer 'on ce Eee 
has gained by Dean's advertising gram for youngsters three 

campaign. days a week on Memphis’ 














“I understand that not much adver- only television station, 
tising was done by other milk firms WMCT. The program stars Trent 
before we came,” said Mr. Schutt. Wood of WMCT’s staff, who inter- Mr. Schutt re o the fact, as 
“And since we have been placing big views boys and girls and reads stories — other milk firm officials in Mem- 
ads in the two Memphis daily news to them. At the outset of the pro- phis, that the prices are too low right 
papers and other publications, we be gram each dav, Wood invites the Please Turn to Page 84) 
26 American Milk Review Mc 
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LULY-TULIP CUP CORPORATION 
122 Eost 42nd Street 
New York 17, N.Y 


LILY-TULIP CUP CORPORATION \ ee 
122 East 42nd Street, New York 17, New York Se 
Chicago * Kansas City * Los Angeles 


Mem- San Francisco * Seattle * Toronto, Conodo ADDRESS 
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Coli 
Condensed 





Dr. Robert F. Holland and Di 
White, both of the Di 
partment of Dairy Industry at 


lames ¢ 


Cornell University, conduct their 
column 
“Review” 


addre SSC d 


question and answer 
month in the 


should he 


Cade h 


Questions 


to either Dr. White or Dr. Hol 
land, Department of Dairy In 
dustry, Stocking Hall, Cornell 


Ithaca, N.Y 


University 











Coli in Ice Cream 
QUESTION — We have reports 
that show that our ice cream some- 
times has a high coliform count. 
We buy our ice cream mix already 
pasteurized but the inspector holds 
that it is entirely our fault. 
What can be done about it? 
—A. G., New York. 


ANSWER 


system of your State, the responsibility 


Under the Inspection 


for the quality of the product is yours 


as long as the actual manu 


vou are 
facturer of the ice cream The re 
sponsibility is placed with you be 


cause it Is possible for a perfectly 


pasteurized, coli-negative mix to be 
brought to you and vet to have the 
manufactured product contaminated 
through unsanitary equipment or care 


less handling 


28 


> 





in Ice 


High coliform count indicates con 


tamination after pasteurization and 
we would suggest that vou trv to find 
the Since 


buving mix, it would be well to sam 


immediate cause you are 
ple this, for perhaps the materials are 
before they reach your 
Should — the 
for coliforms, the manufacturer should 
the 


conditions persists, find another source 


contaminated 


plant. mix be positive 


be informed immediately, and if 


of mix. 


Many 


contaminate the 


~ vou 


own operations can 
Use of 
lized utensils, pails, tanks, stirrers, ete. 
be avoided. If the freezer has 
not been properly washed, it could 
Handling of 


must be 


NIX unster! 


must 


be a contributing factor 


mix-contact surfaces mini 


mized. 


Flavoring materials, especially fruits 


ind nuts, added to the ice cream can 


often be a source of coliform organ 


isms or high total counts. These ma 


terials mav be contaminated seriously 


when they are purchased In an oun 


processed State or when they are 


stored on the premises We have 
traced troubles of this nature to cans 
of once sterile material which had 


been partly used and then stored for 


long periods 


Since organisms do not usually grow 


ind multiply in ice cream because of 


— INDUSTRY 
ROBLEMS 


Cream 
Whey 





its temperature, large numbers ot o 
present at the tim 
suall 
to. find 
because if the problem is bacteriologi 
cal it 


lation. 


ganisms must be 
of freezing to cause trouble. 
the trouble is relativels 


eCas\ 


must be due to massive inoct 


Condensed Whey 
QUESTION — Is _ it 


make a syrup from sour or sweet 
—G. C., New York. 


possible to 


whey? 


ANSWER 


concentrate either sweet or sour whe 


It is common practice t 
so that it mav be used either for ani 
mal feeding or for human 
Usually the 


trated to a high solids content so that 


( onsump 


tion whey is concen 


it forms a paste o1 vel upon cooling 


Che viscosity of the product is, ol 


course largely dependent upon the 


solids content, and this may be readil 


adjusted 


The composition of the two prod 
ucts sweet or sour whe varies 
cnormously. The sour product cot 


sists large ly of lactic acid and lactates 


while the sweet whev is largely milk 


sugar or lactose. The former product 
is mainly used for animal feeding 
while the latter is used for animal 


human consumption. If you are cot 
sidering the 


Pi as¢ Turn fo Page S.5 
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Big full-color ads in LIFE Magazine Sell 
Shortcake Heaped with CREAM 


s ot or 

he tim Watch for these issues of Life Magazine! April 20 CREAM ... your CREAM in one of its most appe- 
Usuall and May 18. You'll see the biggest CREAM pro- tizing forms! 

to find motion in American Dairy Association history. It's powerful advertising in one of America’s 
riologi Four full-color pages—two by ADA, two by most influential, widely read magazines. It’s 
ore Bisquick sell delicious strawberry shortcake your ADA using set-aside dollars in the most 

topped with heaping spoonfuls of whipped efficient method possible to sell more CREAM. 

= © ty AMERICAN DAIRY ASSOCIATION 

ee 20 N. Wacker Drive Building 

fork. Chicago 6, Illinois 





~ 
for ani ey 


: ; ‘ — \ Two page ad in Life Magazine, April 20. 
RS P W hipped CREAM, frozen berries and Bisquick 
pee je shown in full color. 
cooling % ee ie. 7 = : : a 
E is, o . For feeding em shortcake... Fortopping a shortcake. .. 


ictice to 


ll wher 























pol eee then add cream to Shortcake you cant beat Bisquick ! you cant top Whipping Cream! — 
readils & : " 
oe ‘omg o fam ear Bisgmich Cz 

oat BOCOTS CY > 

varies | eB@oeuw >& & NS e iw a 
ict cor ; 
lactates 
ly milk 
sa Life Magazine, May 18—features whipped 
ital i CREAM, fresh berries and Bisquick in full 

color. 

ire co 
i rup 
Review March, 1953 - 








NORTHEASTERN CREAM MARKETS 
TAKE A SHELLACKING 


\ sudden 
milk 


brought on by un 


spurt 


we in 


featihe 


production 


realistic prices and a 
shift beef to 
dairving knock 
ed the bottom out of 


from 


has 


the cream market in 
Practically all of the 
major markets in the region report de 
New York 


Cans ot 10% 


the northeast. 


clining cream prices. In 
1O-quart 
cream in surplus over bottling outlets 
$27.25 
they com 
Even at that 


cream IS 


for example 


are being quoted today at 
29.00. veal 
manded $33.00 36.00. 


low price 


while a ago 


range moving 
slowly 
Phe 


expressed in the statistics 


situation Is 
Milk flow 


cent above 


acuteness of the 


in the northeast is 11 per 
what it was a vear ago. This is on a 
per week basis. Government support 
purchases of dairy products, ordinarily 
almost non-existent during the winter 
months, have been running at a very 


heavy daily rate. Up to this writing 
they amount to 68,000,000 pounds of 
butter, 16,000,000 pounds of cheese 
and 97,000,000 pounds of dry skim. In 
the minds of many dealers, this situa 
tion raises the fundamental question 
high?” 


Are producer prices too 


The trend toward surplus supplies 


of cream has had far-reaching results 


Boston has been a good market. for 
western cream. Because of the in 
30 


Falling Beef Prices, Curtailed Consumption, Increased 
Milk Flow Responsible for Sharp Decline in Cream Values 


By GORDON URNER 


crease Wm 


milk, the market for 
out-of-shed cream has been seriously 
New 


from the six-state 


local 


York cream has come 
milkshed under New 
York City Health Department super 


Vision 


curtailed. 


The six states comprising this 


shed are New York, Pennsvivania, 
New Jersey, Vermont, Massachusetts, 
and Connecticut. The increase in milk 


flow from this area and the low prices 


resulting have caught manv dealers 
with high-priced inventories of ston 
age cream and butter In an attempt 
stocks of butter 


and cream have been coming out o! 


to minimize losses 
storage, with little going in, to add to 
the quantities of merchandise on the 


market. 


Prices are fixed under federal 


orders in New York. The result has 
been that in order to move thei: 
goods, dealers have been forced to 


take a loss by selling below the fixe] 
price and making up the difference 


under the ordes Phe 


price is down 


FLUID CREAM PRICES IN LEADING 
EASTERN MARKETS 
(40-qt. can, 40% basis) 
Feb. 7, 1953 
N. Y. C., Bottling $36.50@37.25 
N. Y. C., Manufacturing 27.25@29.00 
27.64@31.09 
27.50@29.00 
Feb. 9, 1952 
N. Y. C., Bottling $40.00@ 43.00 
N. Y. C., Manufacturing 34.50@36.50 
36.00@ 37.00 
34.75@36.50 


Boston 
Philadelphia 


Boston 
Philadelphia 


to the butter level, and very substan 


tial stocks of cream are being chan 


neled into the churns. North Atlanti 
butter production in the week of Feb 
ruary 5 was 227 per cent over a yea 


ago. On a long-term basis, the in 


crease in butter production still holds 


It is up 125 per cent over the five 


vear average for the area. 


Part of the trouble is undoubted 
a decrease in consumption of fluid 
cream by the ultimate consumer. New 


York, for example, has traditionally 
been a prime market for cream. It has 
had the reputation of being a “heavy 
However, the Class II 
price of cream in New York has beer 


cream” market. 


substantially higher than the price in 
neighboring markets. Use of cream in 


New York has fallen off sharply 


Several 


cream 


behind this 
Some of 


superficial short-term factors 


factors are 
debacle them = ar 
others 
are deep-rooted problems that have 
not received 


proper attention 


Last fall, there was a flurry of con 
sternation over declining milk produ 
The United States Department 
of Agriculture, for example, came out 
with its booklet “The Fifth Plate” ir 


which it was pointed out that in the 


tion 


next 25 vears the nation would experi 
al remarkabl The pro 


growth. | 
jected figures indicated 


CTICce 
i population 
This 


n consumption 


increase of 38 million people 


tremendous mcrease 
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what we say... 


“OASIS is the finest, quality Dairy Orange on the 
market... with ‘the taste that sells. 

“OASIS is priced for profit—gives you generous re- 
turns on both wholesale and retail sales. 

“OASIS will give you volume—through its powerful 
sales building program.” 


YOU BE THE JUDGE: We want to send you 
a free sample of Oasis Dairy Orange. Mix it, 
taste it, compare its delicious flavor. 

Check the OAsIs price schedule, and see why 
Oasis Orange-Ade can be one of your most 
profitable items. 

Look over the OAsIs Sales Assistance Plan 
the colorful advertising, free sampling program, 
and driver promotions that build and maintain 
volume. 

You'll get the free sample of OAsIs and com- 
plete information—if you'll take a moment, right 
now, to mail the coupon. No obligation! 
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potential was compared with a static 


or declining milk production. 


Other agencies, public and private, 
so-called milk 


Indeed, one of the few 


viewed — the shortage 
with alarm. 
voices raised in protest against the 
cry for increased production was that 
of Don Anderson, Production and 
Marketing official in the USDA. 
Anderson, almost alone in the flood 
tide of enthusiasm for increased pro 
duction, warned an audience at the 
lowa Creameries Association Conven 
tion, that, “before spring you'll have 
milk running out of your ears.” Never 
theless, a concerted effort was made 
to increase production. This effort, in 
conjunction with a mild winter, more 
favorable feed prices and falling beet 
prices, caused the production figures 
to zoom. Farmers that formerly were 
culling their herds closely and selling 
the “boarders” for beef no longer had 
the incentive of high beet prices. 
Herds as well as production per cow 
Ander 


sous prediction is borne out by the 


increased. The accuracy. of 


present surplus of milk, heavy gov- 
ernment support) purchases of dairy 
products, and the abrupt decline in 


cream prices, 


These factors, however, are more of 
a temporary nature than the more 


deep-seated problem of a_ realistic 


pricing program. 


Dr. KE. K. Vial, well known econ 
omist with the Milk Dealers Associa 
Metropolitan New York, 


pointed out in an article published in 


tion of 


the American Dairy Products Reviceu 
of March, 1952. that the New York 
order, Order 27, has been in opera 
tion about fourteen vears. “In that 
time,” Dr. Vial said, “there have been 
three changes in pricing this class 


They were as follows: 


1. “A change in the price schedule 
in the order which establishes the 
relationship between butter and the 


Class II price; effective May 1, 1940. 


2. “Addition of a skim value; effec 
tive May 1, 1940, 


) 


3. “Elimination of market) service 


payments; effective April 1, 1942. 


“The first change directly affected 
Class IL only. The addition of the 
skim value and the elimination of mar- 
other 


ket) payments applicable — to 


classes as well as Class I] (formerly 


32 


Volume of Total Cream on Boston Market 1937-1952 
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Violent fluctuations in total supplies as well as in out-of-shed shipments have been a 


characteristic of the Boston cream market. 


Price levels have been consistently lower, 


however, in this open market than they have in the controlled New York market. 


_ 


ass H-A). Thus, throughout the life 
of the order there has been only one 


change that applied exclusively to 
Class Il 

“In a period of violently fluctuat 
me economic conditions, with acute 
shortages of milk and with surpluses 
the pricing of milk for this important 
outlet has remained unchanged. In 
fact, the pricing of this class has not 
even been on the agenda of the heat 


ings for over a decade. This 


S ihn 
striking contrast to the many hearings 
and the MANY, Many pages mi the rec 
ord on pricing Class | and the surplus 
classes. By comparison, Class TL has 
been grossly—almost shamefully—neg 
lected in’ spite of its importance. 


It should be noted that Dr. Vial is 
talking about cream used for fluid pun 
poses, and his indictment of Order 27 
does not necessarily include its pric- 
ing provisions for cream used in othe 
products. However, the operation of 
the order on this class of cream has, 
over a period of years, had a most 
effect. In 1940, fluid 


va 
cream consumption Was 36 pel cent 


unfortunate 


as large as fluid milk consumption. In 
1951. it was only 20 per cent of the 
Looking at 


the problem in another wav, Huid milk 


) 


Huid milk consumption. 
consumption is up 23 per cent over 
1940, while fluid cream) consumption 
is down 30 per cent in relation to 
1940. 

The Boston situation is undoubtedly 


more temporary than that which pre 


vails in New York. 


the outstanding cream markets in the 


Boston is one of 


nation and enjovs the reputation of 
being the largest open cream market 
in the Northeast. 
are derived from the New England 
milkshed and from New York and the 
Midwest. \ 


cream COommeSs from the 


Its cream supplies 


small portion of — the 
South. In 
1951, 60 per cent of the cream in this 
market came from New” England 
principally Maine and Vermont. New 
York supplied 10) per cent and th 
Midwest contributed about 39 per 
cent. Less than | per cent came trom 


the south. 


Wide Fluctuations in Boston 

Supplies in the Boston market have 
been subjected to wide Huctuations, 
depending upon the milk flow. For 
example, the monthly volume ol 
cream has fluctuated from a low of 
2.500 cans to a peak of 55,000 cans 
Similarly, the amount of cream from 
outside New England has fluctuated 
In the early forties, there were a few 
months when over half the cream 
from outside of New 


New York cream 


this record is that this period of low 


England Was 
The implication in 
prices and heavy volumes of New 
England cream in Boston is anothet 
one of the peaks that is characteristic 
of the market Nevertheless, its 1 
sults are felt in) Indiana, Michigan, 


and Missouri, areas that with New 


Please Turn to Page 85 
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: ! Another FIRST For PFAUDLER 





r ASME code tested and approved 
-« dll-welded refrigeration section in wall-cooled tank 


New 


' ee ASME code testing and approval ° on the Pfaudler wall-cooled stainless steel 
yeu storage tank assures you of protection at pressures well beyond normal use. 
from ’ With this extra margin of safety, you get extra years of low-cost, trouble 
tree service. 
Factory-tested at 400 p.s.i., the all-welded refrigeration section meets all 
ASME requirements. This is made possible by the unique “dimpled” con 
struction, as shown above. 


n 
have 
tions, 5 . , ; 
is . Using ammonia, Freon or methyl chloride, the wall-cooled storage tank 
For ‘ “ provides fast cooling, with portions of the tank liner serving as refrigeration 
surfaces. Hot and cold water in the jacket under pressure can also be rec 


ommended. 


co- , : The majority of Pfaudler wall-cooled tanks are equipped with a thermo 
from  - 4 valve and back pressure-valve assembly, to save space and provide a system 
rated. that is simple, sanitary, and easy to regulate. However, surge drum controls 
a few are also available. 
ream Pfaudler stainless steel storage tanks can also be equipped with “D-X” 
| was insulated dairy (direct expansion) coil type and jacketed spray pipe refrigeration units 
ton in Storage tanks are available with or without refrig- AG6S cade clate fursiched when roquedted of dight prime edition 

eration equipment and in all desired dimensions. 
f low Capacities range from 600 to 8,000 gallons. 


New 


other 
7 Get the complete story in the new Pfaudler 


eristic P 
- : _ = +. Storage Tank Catalog. Ask your Pfaudler Dairy 
Lice. a) U e Ff Distributor or write direct for Bulletin 884. 


view THE PFAUDLER CO., ROCHESTER 3, NEW YORK 


STAINLESS STEEL PASTEURIZERS, PROCESS VATS, STORAGE AND WALL-COOLED TANKS 











On The Legal Side 





Recent Court Decisions on Milk 


CONTRACT OF UNLICENSED 
MILK DEALER 


An action brought in a New 
York court by an unlicensed milk 
dealer ended in a decision by 
the Court of Appeals in that 
state that permitted the recovery 
for sales made by this unlicensed 


dealer. 


The statute in that state pro 
vides, “No milk dealer shall buy 
milk from producers or others 
or deal in, handle, sell or dis 
tribute milk unless such dealer 
be licensed as provided in this 
It shall be unlawful for 
a milk dealer to buy milk from 
or sell milk to a milk dealer who 
is unlicensed or in any way deal 


in or handle milk which he has 


article. 


reason to believe has previously 
been dealt in or handled in vio 
lation of the provisions of this 
chapter.” 


in this action the distributor 
sued to recover for the value of 
deliveries aggregating approxi 
mately $11,000. The buyers set 
up in their defense that this deal- 
er was not licensed as required 
by this law, that as a conse 
quence the sale was illegal, and 


the dealer could not recover 


The defense was held insuf 
ficient by the trial court, that 


decision reversed by the first 


By ALBERT W. GRAY 


appellate court, and an appeal 
taken to the highest court of the 
state where the right of a milk 
dealer to recover irrespective of 
whether or not he was licensed 
under this statute, was finally 


established as the law in that 


state. 

“Illegal contracts are gen 
erally unenforceable,” said that 
court. “Where contracts which 


violate statutory provisions are 
merely malum prohibitum 
(wrong because prohibited by 
statute), the general rule does 
not always apply. Hf a statute 
does not provide expressly that 
its violation will deprive the par 
ties of their right to sue on a 
contract, and the denial of relief 
is held out of proportion to the 
requirements of public policy 
or appropriate individual pun- 
ishment, the right to recover will 


not be denied.” 


lo this the court added, “The 


statute involved does not ex 


pressly provide that contracts 
made by unlicensed milk dealers 
shall be unenforceable, although 
it does make a violation of the 
so-called milk control law a mis 
demeanor, punishable by a fine 
of not less than $25, nor more 


than $200, or by imprisonment 


for not less than one month nor 


more than six months, or both. 


“In the case at bar, if the con 
tract is declared unenforceable 
the effect will be to punish the 
plaintiff to the extent of a loss 


$11,000 and 


permit the defendants to evade 


of approximately 
the payment of a_ legitimate 
debt. Nor was the statute en 
acted for the purpose of pro 
tecting dealers such as these de 
fendants. 

“We have here a statute which 
provides that milk dealers shall 
not sell milk 


censed. The state imposes pen 


unless duly li 


alties for its violation by way of 
fine and imprisonment, but. it 
does not expressly provide that 
contracts made by milk dealers 
shall be unenforceable. Nothing 
in this statute reveals an implied 
intent to deprive unlicensed milk 
dealers of the right to recover 
the reasonable value of the milk 
sold by them, and where the 
wrong committed by the viola 
tion of the statute is merely 
malum prohibitum and does not 
such 


endanger life or morals, 


additional should 


punishment 
not be imposed unless the legis 
lative intent is expressed or ap 


pears by clear implication.’ 


Johe E. Rosasco Creameries v Cohn 
11 N.B. 2d 908, N 
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POSITIVE DISPLACEMENT 


SLOW SPEED SANITARY PUMPS 



















@ Separators and 
clarifiers mean high 
head pressures — a 
very familiar part 
of your business. 
And high head 

pumping pressures can 
create much grief 
in product deformity 
unless the proper pumping technique is used. 








“Buzz-Saw”’ high speed is not necessary. Nor is it desirable 
because of resultant churning, agitation, aeration. 

Rather, positive displacement pumping is called for — 
the kind you get with Waukesha Sanitary Pumps. This 
slow-speed principle sends the product through exactly as 
it enters the pump. Regardless of your product's viscosity, 
it is handled gently and efficiently. With Waukesha 
Positive Displacement Pumps fat globules are not broken 
up, and therefore no fat particles are left in separators 
or clarifiers. This is especially true on cold milk separators. 


Protecting your product through transmission is the 
most important part of your entire processing operation. 
You need Waukesha Slow Speed pumps. Write for 

| details on the use of Waukesha pumps in your plant. 





100% 
Yuko SANITARY 
PUMPS 


Dependable Product of a Responsible Manufacturer 
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PLANT OPERATION? 


— Youre “Shinking 4bbout 





DAIRY ORANGE 
You Should Ask Yourself “hese Zucotions 


HOW DOES IT FIT INTO THE 


® HOW DOES IT FIT INTO THE 


SALES OPERATION? 


© WHAT IS THE MARKET POTENTIAL? 


EXT TO WATER, the 


most popular beverages in the 


two 


United States, partisans of the 
bean and the hop notwithstanding 
are milk and orange juice. The two 
OCCUPY a unique place in the world 


of food drink. Most 


are consumed for their taste pleasure 


and beverages 
or for their stimulating qualities. Car 


bonated beverages are thirst quench 


ers and refreshers. Coffee and tea are 
pleasant taste experiences as well as 
mild stimulants. And the main pur 


pose of a flagon of fire water, despite 


protestations of smoothness, mellow 
ness, creaminess, and sparkle, is— to 
make a raging lion out of an every 
clay mouse 


milk 


Virtue ol 


Orange juice and however 


have the supreme being 


excellent: foods as well as refreshers 
and pleasant taste experiences. Pos 
sibly this kinship in their dual role as 
tood and lS drink have been respon 
sible for the 


work 


increasing tendency to 


the two as a team. Possibly it 
is the fact that both lend 
to a particular tvpe of distribution that 
is the fact 


that one supplements the other in a 


themselves 


is responsible. Possibly it 


36 


WHAT IS THE PROFIT POTENTIAL? 


sound consumer service that has done 
the job. Whatever the reason may be, 
the fact is that orange products, par- 
ticularly dairy orange or orangeade, 
is finding an increasingly comfortable 


niche for itself on the milk truck. 


Because of the importance of this 
matter of what products should be 
offered on the milk route and because 
more and more dairymen are taking al 
long look at the possibilities of orange 
products, it might be well to consider 
some of the essential elements in the 
distribution of orangeade on the milk 
route 

Sell It Properly 

\ question that looms large in the 
minds of many men in the dairy busi 
ness is the effect of dairy 
thei which 
a good bottle of milk. 


action. 1s 


orange On 


main purpose is selling 


\ common re- 
milk 
drink 


here is some basis for this argument. 


“Tm in the business. 


Im not in the soft business.” 


There have been instances in which 


sales of dairy orange were pushed at 
the expense of the milk products. This 
has resulted in a decline in milk sales 


and al 


consequent increase in unit 


costs. However 


investigation of these 


cases usually shows that it was mor 


a matter of poor management. than 


anything else. 


The justification for orangeade on 
the milk truck is its supplementary 
characteristic, its long profit quality 


and its value as a competitive product. 


Butter, eggs, and 


cottage cheese, ug 
more recently, packaged ice cream are 


products commonly carried on the 


milk 


butter o1 


route. Few small plants churn 


make cottage cheese. Few 
small plants have enough of an « 
thei 


the egg business on an efficient scale. 


volume to warrant going into 
Many of them do not even make ice 
cream. These products are pure hased 
from other large operators. In the 
case of butter, it is not until the opera 
truly 
large enterprise that churning is done 
Nevertheless 
listed on 
The 


By-products play an 


tion gets into the realm of a 


within the organization. 


these products are most 


monthly statements. reason 1s 
quite obvious. 
role in enabling the milk 
offer his 


complete service and at the same time 


important 
distributor to customers a 
give a substantial boost to the profit 


and loss statement 


milk 
the I 


One of the first questions a 
should ask 


if he is contemplating the addition ol 


distributor himself 


dairy orange to his line of products 


is, “How will this product fit into my 


plant operation and my sales pro 
gram? Will it require additional 
equipment? Will it mean taking on 
another man? Will it mean an addi 


tional sales problem? Will it pl ce 
an added burden on the office, anothe: 


product to account for?” 


The addition of any new product 
work 
cottage cheese, vogurt or orangeac 


f additional work will 


will mean more whether it 


The amount « 
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Guaranteed: 3-way saving. Why pay for a sep- 
arate hooder when single-operation Seal-Hood 
seals and caps in one quick operation? Your em- 
ployees spend no time synchronizing two cappers 

.. get more work done in less time. And with 
Seal-Hood. you eliminate costly “second opera- 


tion.” bottle breakage and milk loss. 


Guaranteed: wholesome milk. 






The easy-to-use Seal-Hood elo- 
sure provides full. long-skirted 
protection to your bottled milk 


on Seal-Hood 


Dia 
Inc., 
caps its milk fast 
economically 
Hood installations. 


and milk produets ... keeps them pure and fresh 


from capping time to delivery. And in the home. 
the closure snaps snugly on and off. protecting 


milk down to the last drop in the bottle. 


aranteed: top-machine performance. At no 
extra cost. Seal-Hood installations leased to your 
dairy will be maintained by our trained mechan- 
ics. Damaged or run-down parts will be speedily 
replaced. Learn all the facts about Seal-Hood and 
Seal-Kap closures by writing us today. If you pre- 


fer. our representative will call. 


5 44th DRIVE, LONG ISLAND CITY 1, N.Y 


Vl -/\ fd PROTECT TO THE LAST DROP IN THE BOTTLE 


*Trade-mark Reg. U.S. Pat. Off 


mond Milk Products 
of Columbus, Ohio, 
er, more 
with Seal 





NOTHING ELSE CUTS 
CLEANING COSTS 


LIKE THE ORIGINAL... 
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Le the original Kurly Kate 
metal sponge. Seehow itquickly 
and thoroughly wipes away the 
most stubborn dirt. Remember 
it will not splinter or rust — 
never cuts hands—never in- 
jures metal or plated surfaces, 
thus adding life to equipment. 
Then you'll know why the 
original Kurly Kate tops all 
metal sponges for safety— 
efficiency, economy and speed. 
Available in Stainless Steel 
a Special Bronze 
{ — Stainless Nickel Silver 
LIN 










Guarantee 


Satisfaction f 





) 
STAINLESS 


ully 








EQUIPMENT 
Order From Your Jobber 
or Write Direct to: 


KURLY KATE CORP. 
2215 S. Michigan Ave. 
Chicago 16, Ill. 
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vary according to the nature of the 


product, the scale of the operation 
and the efficiency of the organization 
However, the fact of additional work 
or additional manpower is not the sig 
nificant factor. The important thing 


is, what does this additional work 


mean in terms of ultimate profit or 
loss? If the extra work means better 
better utili 


better service to 


utilization of equipment, 
zation of manpower 
customers, obviously it is worth con 
sidering. If it means the reverse, then 


it is better forgotten 


How Will It Fit In? 


he answer to the question of how 
dairy orange will fit into the operation 
will vary from plant to plant. How 
ever, the fact that several thousand 
dairies in all parts of the nation have 
found the item a desirable one to 
handle is in itself an indication that 
not found this 
problem difficult. A] 


a good quality dairy orange 


milk distributors have 
phase of the 
though 
requires care in its preparation, it is 
not a complic ated process. In the ma 


jority of states and municipalities, ex 


isting equipment can be used. Some 
health departments will. not illow 
orange to be processed in the same 


handling milk 


But the equipment needed is so ele 


equipment used for 


mentary that there is hardly a plant 


that does not have extra equipment 
wailable that can be easily pressed 
into service for handling this product 
It is a good idea to check with the 
health 


igain, the large number of firms dis 


department first, but here 


tributing the orange product suggests 


that this is not a serious problem. 


The fact that another product may 
place an additional burden on the of 
argument. Tt 
then it would follow that the 
logical thing to do would be to get 


rid of all products so that no office 


fice staff is not a valid 


it were, 


staff would be necessary. In that way 


a tremendous amount of overhead 
would be saved. Indeed the ulti nate 
train of thought 


would be to shut down the line. lock 


expression of this 


the doors and put the plant up for 


sale. Overhead and office expenss 


would be reduced to zero. It is a 
great way to cut costs, but not a very 
healthy wav to make a profit Ac 
tually, the another prod 


uct will have very little effect on office 


addition ot 


uid accounting procedure. But even 
if it did, the 


what does it cost, 


criterion would not he 
but how much will 
it earner 


rhe most vulnerable spot in the en 
tire dairy organization when a new 
product is added is the routeman. This 
is a matter of careful, intelligent man 
igement. 


Orangeade is a good prod 


uct and can be sold at a profit Ex 
perience among dairies handling the 
product shows that the average whole 
sale route distributes 6,300 quarts a 


vear while the average retail route 
distributes 4,500 quarts a year. How 
ever, if the routeman is not properly 
prepared for the product, he will not 
push If he does not 


see it in relation to the entire line of 


satisfactorily. 


products that he carries, he may be 


carried away by its profit possibilities 
or its value as a door opener and push 
it to an extreme at the expense of 
other products. The point is that in 


order for an orange operation to re 
turn the benefits of which it is cap 
ible, routemen must understand its 
relationship to the business as a whol 
There is nothing difficult or unusual 
thout this. It is simply one of those 
ireas in which management must ex 
ercise the good judgment which is its 


prime function 


The two elements of dairy orange 
that make it attractive to milk dis 


Please Turn to Page 86 








TRUCK TOPICS 








ARE YOU READING— 


ACCOUNTING FOR PROFIT 


ON THE LEGAL SIDE 
INDUSTRY PROBLEMS 


They‘re excellent discussions of important phases 
of your operation, written for you by authorities. 
Don’t miss them. 
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"Fifty Million Ounces C 





the most Successful Package 


for COTTAGE CHEESE! 


Here's the way to triple and quadruple your cottage 
sales! A novel THERMOWARE Tumbler so 





cheese 
unusual and attractive that your customers ean't 
resist it—filled with your delicious cottage cheese. 
Over fifty million ounces of cottage cheese have 
been sold in THERMOWARE Tumblers to date... over 


and above normal sales in standard containers. 


lkomowdae is « 
GUARANTEED PROFIT PROMOTION 
Planned Over an 8 Week Period— 
a different color for each week 
Get in on this “no risk” promotion and prove to 
yourself what THERMOWARE can do for your cottage 
cheese sales! 
Individual tumblers cost over 4 times 

as much in gift shops or variety stores. 


THIS IS A REAL PREMIUM VALUE — 
EXCLUSIVE TO THE DAIRY TRADE 
Write, wire or phone today for further information 
about the THERMOW ARE “Guaranteed Profit Plan 


Promotion”. 


MALLORY-RANDALL 


n't Be Wrong!" 
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BOUT THIS TIME of year for 


some reason or other, fleet op 


erators seem to break out in a 
frenzy of energy devoted to develop 
ment of some simple formula which 
will tell them how long to keep trucks 
and at what age to replace them. 
There is no evidence that the operators 


of milk trucks are any exception. 


After looking at more of these for 
mulas or plans over the last) twenty 
vears than. this department cares to 
remember, our conclusion is that none 


of them are a substitute for 


a cl 


judgment—or in a word—brains. For 
the most part, they are 


that 


presented for 
purpose. 


This is not indict 


intended as an 
ment of all the processes prescribed 
in these plans. They are valuable, in 
some guide. But in the 


old-time 


cases, aS a 
words of an operator who 
has bought thousands of trucks, “The 
are all full of long-term estimates, and 
they are just as good as the estimates 
if the rest of the formula is right. No 


one can estimate that well.” 


Bookkeeping Monkey Business 


Another weakness of the arithmet 
ical formula for arriving 
that the 


debit side of the old truck always in 


at replace 
ment time is value on the 
cludes the original cost plus the cost 
of operation and maintenance during 
its life. This department was absent 
the day they taught bookkeeping, but 
it looks to us like a silly way of keep 
When the cost of the 


new is an 


Ing accounts. 


vehicle when important 
figure in how much it costs to operate, 
that a vehicle 


a low price because of a 


it comes out per se 
bought at 
temporarily depressed market should 
be discarded before one that cost a 


40 


lot of monev. even though both might 


be in the same mechanical condition 


and have as much life remaining 
in them. This is pure mechanical 
nonsense. 

Another factor that never seems to 
figure in the pat plan is the fact that 


truck 


1S highly 


standard 
that 
inefficient in his service, he comes out 
better with the formula. The fact that 


it might take twice as many of these 


if an operator uses a 


with a standard body 


trucks to do the same amount of spe 


cialized work does not seem to be a 
consideration. 

It mav be that some fleets can use 
straight standard stuff, but I doubt it. 
In milk 
interested in a truck that will delive 


milk 


tions in which he operates. This may 


distribution, the operator is 


economically under the condi 
mean a highly special body that is of 
little use to anvone in the surrounding 
If this is so, the truck in its 
little 


moving the special body is an expen- 


vicinity. 


entirety has resale value. Re- 
sive process and placing it on a new 
Should the truck 


be replaced when all this is involved? 


chassis takes time. 


Most of the replacement formulas 


do not take into consideration the 





Truck Topics is an exclusive 
feature appearing in the Ameri 
Milk Revieu 
It is written by a man who has 
the trucking 
Questions on truck 


can each month. 
spent his life in 
industry 
fleet operation, delivery econom 
ics, and similar subjects should 
be addressed to Traction, Ameri 
can Milk Review, 92 Warren 
St., New York 7, N. Y. 











A Formula Is No Substitute 


For Sound Judgement 4 


bs “ 


truck. If 
vou depart from the strict standard, 
it takes time to build or install a body 
make 


the truck go might not be right, and 


time consumed in buying a 


The combination of units that 


have to be substi- 


truck 


have been paid for stand around a 


some of them may 


tuted. Sometimes chassis that 


body builder's shop for a long time 
out of service 


kicks that 


the maintenance department misses its 


This is time 
with the 


Compare 


this arise when 


schedule by a few hours 


Formulas Favor Standard Truck 


Most of the truck purchases that 
this department knows anvthing about 
Even 


are individual considerations. 


when a fairly large number of trucks 


are to be bought at once, each one is 
to make sure that 


with the rest 


ovel carefully 
it should be 


Gor 
identical 
before it is included with the group 
Trucks must vary in components to be 
They 
are made to do work, not to operate 
at the 


Formula 


efficient for different conditions 


lowest cost per mile possibl 


buving alwavs favors the 


standard truck. 


On the other hand, no formula can 
take into consideration the effect the 
spic and span truck has upon adver 
tising or the morale of the 
Neithet take 


increased capabilities of a 


driver 


account the 


truck 


can it into 
new 


due to technological advances 


Among the other estimates that fig 
ure prominently in formula buying is 
that of This 


indicate a confidence in th 


maintenance. seems to 


lack of 
maintenance department or 
that 


progress If 


a rigidits 


of management keeps it from 


making there is any 
dynamic thinking about maintenance 


Please Turn to Page 85 
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ERY TRANS 
qo co. 


GRAFTON, OHIO 
psci 20038! 


| WHEELS TEND TO 
FOLLOW CURVE 


| 
‘ 


FRUEHAUF GRAVITY TANDEMS 
CUT YOUR COSTS 
WITH LONGER TIRE LIFE! 


The self-steering action of Fruehauf’s 
famous Gravity-Tandem Suspension is 
shown here. Notice how the axles toe- 
in providing constant free rolling for the 
wheels. And remember, Fruehauf GT 
gives you the most complete Tandem 
guarantee in the industry! 
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“OUR FRUEHAUFS have 


Eyring of Creamery Transport Company, Grafton, Ohio. “In 


never let us down,” says J. K. 


fact, Fruehauf Milk Trailers have played a highly significant 
part in the development of our good reputation for reliability. 
“In addition, Fruehauf’s complete factory service has been an 
invaluable help to us in cutting down on costly delays. When- 
ever our Trailers have needed parts or service (and that has 
been seldom), Fruehauf has supplied them with minimum 
time loss. Yes, thanks to Fruehauf, our list of satisfied custo- 


mers continues to grow, year after year.” 


Find out today about the many ways Fruehaufs can boost your 
profits. Write for the illustrated Tank Catalog, yours free! 


*e World's Largest Builder 
of Truck-Trailers 


FRUEHAUF 
TRAILER COMPANY 


Detroit 32, Michigan 


> 
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Clarence Weber is a well-kne alt 
Cleaning Pipe Lines in Place sanitarian associated with the PF 


New York State Department of 

Health. This summary of the | M 
By CLARENCE W. WEBER factors involved in cleaning pip. 
lines in place is a digest of a talk 
which he gave at the Thirty-first 


Man progresses because he is never satisfied with the ways | Annual Conference for Dairy 
in a milk plant is to convey a liquid dairy product from one fribators at the University of 


Vermont in October, 1952 





| 
. . . . , . Mi | 
and means of accomplishing a task. The purpose of pipe lines Plant Operators and Milk Dis | 


point to another without loss and without damage to the quality 
of the product. 





1. Why is there dissatisfaction with the present method of 
dismantling and manually cleaning pipes? 


It is costly in time and materials, it is an unpleasant task, and the. results are 
usually variable from good to poor. Dismantling joints and fittings results 
in damage and subsequent loss of the product, with the accompanying problems 
of maintaining floors and disposal of what was a valuable food. 


2. If pipes can be effectively cleaned in place, what will be the 
advantages? 
Pipes effectively cleaned in place will be uniformly cleaned throughout the 
system and day after day. Costs may be reduced, dependent upon the size of 
the system. The equipment will have longer life, and joints and valves will 
be less likely to leak and waste products. 


3. To what extent has cleaning in place been tried? 


Attempts have been made to clean in place for many years, but only in the 
past few vears have effective methods been worked out. Large plants and 
colleges throughout the country are carrying on projects. It is being tried 
on lines for all types of liquid milk products, both hot and cold. The method 
is being extended to many other pieces of equipment including plate and 
tubular heat exchangers, pumps and freezers. 


4. Have the results been good? 
Yes and no. Without proper design and installation of the piping and with 
inadequate application of poor solutions, the results are almost sure to be far 
from acceptable. Where careful study has been made of the problem and 
sound principles applied, the results have been excellent 


5. Where results have been good, what was the approach to 
the problem? 


First, careful consideration was given to the existing piping and equipment 





layout and simplified as much as possible. Detailed drawings of existing and 
I I 
proposed layout have proven valuable. Special fitting designs for cleaning in 


place are selected. Because the lines are to be fairly permanent, they should We | 
be well mounted. Equipment and facilities for circulating cleaning solution rigid 
should be of corrosion-resistant material and of sufficient size and capacity to 

issure a high velocity through the system, preferably in excess of five feet per S. 


second. The detergent selected should be compatible with the water supply 
Temperature regulators or recorders aid materially. 


( 
Please Turn to Page 87 MA 
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These new, improved 8 oz. and 32 oz. Tite Lock Con 
tainers of rigid plastic for primary packing can be reused 
s for multiple other mediums. For example; 8 and 16 oz. 
Containers: Refrigerator, Deep Freeze, Left Overs, etc. 
32 oz. Containers: Juice, Mixer, Left Overs, Deep Freeze, 
PROGRESSIVE, PACKAGE Cocktail Shaker, Measure, and many other uses. 
M | 7 D E D M | L e A & D Now, you can combine terrific sales promotion with big 


freight savings. These Tite Lock Containers are far 


CHEESE PROCESSORS! lighter than glass and present no rusting problems in 


comparison to tin. They are also very durable. 


Its are 
results 
Iblems 





ut the 
Size of 
‘s will 








in the 
s and 

tried 
1ethod 


e and 32 oz. Container — 41/,” diameter — 57/3” Deep 


FEATURES 


Mn ©) oV'ae (ot: Mote) Co) g-MEPl-1-Lo Bo) abe) atolitele Me) eWeek Z-) ap 
. Rugged cover; easy grip; easy to take off. 

. Wedge locks hold cover on tight. 

Wall of rigid heavy duty plastic. 

Stops for easy nesting in bulk. 

Rib 5 800 Co {- Wo) eMoloh'-) a (0) ab tL M-1 (0 Col ab ele mM 

. Ridges on side for easy gripping. 

. Calibrated for 4 oz. measuring. 


1 with 
be far 


n ind 


es 


16 oz. Container — 41/,” diameter — 254” Deep 


ONO kwONr 


Tite Lock Containers come in clear or any combination of transparent 


yment 

° ° ieee comme MASSACHUSETTS PLASTIC CORP., Ludiow, Mass. 
iz and sins ‘ 
aps Printing available on covers for extra sales appeal Sieeen cond ome, often eilnciion, & Nes conte @ ven 


. ‘ . P ° TITE LOCK cont 
should We feel we have the lowest priced '2 pint, full pint and full quart oe 5 ee come 
ution rigid plastic container on the market MY NAME 


"itv to 


et per Send for FREE sample, Today! e : —— 


upph ADDRESS 


MASSACHUSETTS PLASTIC CORP., tudiow, Mass. | civ 
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MAINTENANCE ECONOMICS 
IN RETAIL DELIVERIES 


OST OF THE EXPENSES in 

connection with vour_ retail 

delivery set-up are actually 
incurred while the vehicle is away 
from your dairv. There is, therefore 
room for possible waste and, by 
the same token, it brings an oppo! 
tunity for potential savings if vou can 
obtain a better control over the many 
items that go to make up your delivers 


costs. 


In many cities of our country, pat 


ticularly in our large cities, there are 


companies which make a business of 
renting trucks to various industries re 
quiring motor vehicles. For the most 
part these renting companies are reli 
able companies and serve a_ useful 
purpose. 

There are certain industries, such as 
department stores, furriers, high class 
jewelry shops, gift shops, ete., where 
the delivery cost is a relatively minor 
portion of their gross sales, and here 
there is a growing tendency to re 
linquish the problems of fleet) man 
agement, even at the possible expense 
of higher delivery costs. This is not the 
case in the dairy industry where we 
are dealing with items selling at a low 
unit cost and where the delivery cost is 
a much higher percentage of our gross 
sales volume. 

There are some set-ups where com 
panies do own their trucks but preter 
to have the maintenance taken care 
of by outside repair shops. It is im 


portant to weigh all of the facts care 
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By MARTIN L. ORNER 


fully betore making a decision to have 
outside maintenance. In some Ili- 
stances, with proper supervision, out 
side maintenance can work out prof 
itably in branch and sub-station 
operation. 

There is another angle which has 
been introduced along what is called 
“Guaranteed Maintenance Costs Set 
Up.” This too can work out advan 


tageously in some instances. 


These Various schemes may have 
some merit in isolated applications. 
Thev may offer a fixed minimum cost. 
However, they do not offer any incen- 
tive to work on a reduction of you 


costs. 


This brings us down to the case 
applying to the major portion of the 
dairy industry, namely where you own 


vour motor vehicles and = maintain 





CONCERNING THE AUTHOR 


This article is a digest of a 
talk given by Mr. Orner before 
the Milk Industry Foundation 
in Chicago last fall. Mr. Orne 
is vice-president of A. E. Fried 
gen, Inc., Transportation Con 
sulting Engineers in New York 
City. The firm, now in its 35th 
vear, has a nationwide reputa 
tion gained from its valuable 
contributions to the science of 


transportation 











them vourself. It is a fact that this 
arrangement requires technieal man 
agement, but it is not an impossibk 
problem. It’) requires vigilance in 
every operation from major overhaul 
work right down to the 


reasing 


oO 


washing and gassing of vour vehicles 


Excessive fuel consumption can be 
very costly, particularly on retail milk 
delivery routes where it is the general 
practice to permit the engine to run 
from the time the truck leaves. the 
dairy until the time it returns. Taking 
a truck which operates 50 miles per 
day, a difference of 3 miles per gallon 
of gasoline can mean a difference of 
$70.00 per vear in vehicle gasolin 
costs. When you measure profits in 
mils per point, you can readily under 
stand that $70.00 difference in vearly 
gasoline costs on a single truck can 
multiply into a tremendous loss of 
profits when taking the fleet as a 
whole. To correct this condition means 
engines that are properly tuned-up 
it means training of routemen = it 
proper starting and stopping of thei 
vehicles, it means a close check of 
the mileage to eliminate unnecessar\ 
mileage, therefore, unnecessarv use of 
gasoline. Proper inventory controls 
must be instituted and a close check 
kept on each load of gasoline received 
to make certain that vou are receiving 
what vou are charged with. Propet 
sizes of gasoline tanks should be util 
ized on long mileage trucks so as t 


eliminate road purchases of gasolin 
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easing, steam and 


hicles. water hose 
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seneral 


filter discs 
cloths 
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ck can 


loss of 


All the finest in Supplies! 


| aS a It’s easy to avoid the expense and delay caused by ‘‘running out”’ 


means of important supply items —just pick up your phone and call the nearest 
ved-up. Cherry-Burrell Branch or Associate Distributor. He has large stocks 
ren i 
f their 
eck of 


cessar\ 


of genuine Cherry-Burrell tested and approved washing powders, 
lubricants, boots— hundreds of items ready for immediate delivery. 


You'll find there is no substitute for Cherry-Burrell quality and service. 


mse ot 
‘ontrols 
_ check 


‘ceived 






RRY-BURRELL CORPORATION 
| 427 W. Randolph Street, Chicago 6, Ill. 


ceiving 
Propet 
be util 
9 as to 


FACTORIES, WAREHOUSES, BRANCHES, OFFICES 


rasoline OR DISTRIBUTORS AT YOUR SERVICE IN 56 CITIES 
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COIN BANK 


New Promotion 
Sensation 


Here is a hot new pro- 
motion idea to stimu- 
late the sale of milk and 
other dairy products. 


Use it as a promotion 
item with sales of cot- 
tage cheese, chocolate 
milk, whipping cream, 
butter, orange drink or 
any other item you 
have. 


Use it as a good-will 
gift on special occasions 
... births, anniversaries, 
holidays and vacations. 
Use it as an _ adver- 
tisement, carrying your 
name or slogan into the 
homes you serve. 

Use it to introduce your 
dairy to new accounts. 
Chromium top and pyro- 
glazed ad make this a 
real quality item. 

Send for free sample 
and full particulars. 


The 


BOWER 


MANUFACTURING COMPANY 
1025 South Tenth Street 


Goshen, Indiana 
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at higher prices. Special gasoline com 
monly known as Hi-Test or premium 
gasoline should not be used for retail 
milk trucks. 


The next item is lubricating oil. 


The cost of lubricating oil as com- 
pared to your total vehicle cost is rela 
tively small. However, the rate of oil 
consumption is one of the best in 
dicators of the condition of the engine 
[his information should be available 
at least on a monthly basis because 
high oil consumption indicates that all 
is not well with the engine and that 
corrective measures are necessary. An 
inventory control over lubricating oil 
is essential. Special heavy duty oils 
recommended in} 
their 


operations 1s questionable. 


have been some 
effectiveness for all 


A mild de 
inhibitor 


cases, but 


tergent oil with oxidation 
has been found to be satisfactory. The 
practice of changing motor oil every 
1,000 or 2,000 miles as recommended 
by some oil companies is also subject 
to question. Of course, each fleet op 


eration must be judged individually 


Parts and repairs and shop supplies 
are a major cost factor in your fleet 


operation. 


Record of Repairs 

In retail milk delivery such units as 
brake lining, brake drums, clutches, 
transmissions and engines are sub 
jected to greater use and abuse than 
in other types of delivery service. You 
should have a record of repairs and 
replacement parts made on each ve 
hicle so you can judge if you are ob 
taining proper life from the various 
parts. Such a record will indicate if 
repetitive repairs are due to faulty 
design by the manufacturer, abuse by 
the driver, or neglect in maintenance 
procedure. 

Body repairs and painting costs can 
be a large factor in your vehicle costs. 


all-metal 
bodies has become more prevalent in 


The use of lightweight 


recent years. Even where you are 
operating the so-called composite bod 
ies, you should 


provide for proper 


drainage and for corrosion-retarding 
maintenance work. Proper scheduling 
of this body work and of paint touch 
up and repaint jobs is an important 


part of the maintenance program. 


Your maintenance labor cost is in 
all probability the outstanding item otf 
fleet expense. Of prime importance is 
the selection of the propel! technical 


supervisory personnel. Such personnel 


is responsible for the selection and 
proper training of maintenance staff 
The setting up of routine maintenang 
schedules, the setting up of preven 
tive maintenance programs, the sched 


uling of proper working hours to dove 


tail with time the trucks are availabk 
these are but a few of the many duties 
of the supervisory personnel 

lire costs can be a major factor 
rhe difference in yearly cost per truck 


on a 50 miles a day route can be as 


much as $68, depending on whether 
vou get 10,000 or 30,000 miles out of 
prope! 


' 


your tires. The selection of 


tire size is very important. Proper tire 


hecks 


on tires for pressure, cuts, bruises, mis 


inflation pressures and regular 


alignment, removal for recapping, al 
help to lengthen tire life. Here again 
a record of each tire is essential jy 
order to obtain the facts. If tires are 
junked prematurely due to abuse by 
the routeman, or neglect by the garage 
staff, or 


or recapping of the tire, the records 


defects in the manufacture 
will report such cases so that correc 
taken by the 


tive measures can be 


management. 


Routine 


such as greasing, washing, checking of 


maintenance operations 


tires and batteries, checking of ai 


cleaners, keeping engine oil clean 


schedule basis 


Make the schedule simple so that it 


should be put on a 


does not require al accountant to fig 
ure out when each job is to be done 
In most cases a time basis works out 


simpler than a mileage basis 


Preventive Maintenance 
Preventive maintenance is a_ term 
that has come into common nse du 
The general 
truck into the 


shop at periodic intervals and go over 


ing the past ten years. 
idea to bring each 
it thoroughly, making such minor re 
pairs and adjustments as to postpone 
major replacements and keep the truch 
running more dependably. Here again 
a simple schedule and routine is pre! 
erable to the complicated system some 
of the truck manufacturers have de 
veloped. The important thing is to do 
the work thoroughly and keep a check 
If sev 
truck 
have each one initial the units he in 


sheet to show what was done. 
eral mechanics work on one 
spected and worked on. This places 
responsibility in case of a failure at 
a later date and eliminates “passing 


the buck.” 


properly made out, can be a valuable 


rhe inspection sheets, if 
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Z| Norris Milk Dispenser Increases 
© Gallonage at Wholesale Stops - 








factor You make more profit from every wholesale BECKMAN DAY COMPANY 
r truck stop when you install NORRIS Milk Dis- ae on a esse 

be as pensers—the dispenser that increases milk 
vhether sales as much as 30%! 

out of Mr. Dolen Ellis, Dietrict Manager, 
tion of The Norrie Corporetion, 


2720 Lyndale Ave, South, 
Minneapolis 6, Minn, 


heck, | WJ) NORRIS DISPENSERS are stain- ber ue. te 


* © B0Ox B23 


FORT SMITH ARKANSAS January Lith, 1953 


We wish to take this opportunity of expressing our appreciation 
es, mis ; ° . for the excellent service you have given us at all times, and also some of the 
less steel, inside and out s«e advantages and conveniences we have experienced since we started using Norrie 
ing, all Milk Dispensers, To date we have purchased 61 Dispensers from you and, while 
we know that you receive many letters of praise and coumendation from users 
° such as Drug Stores, Schools, Cafe's, etc., we want you to know what we, as 
completely sanitary. a dairy, think of them, We are Listing below what we consider some of the 
nti il it moet important advanta e+ we sve Cownd: 


again 








ires are l. At accounts where we have installed the Norris Milk Dispenser we find that 
. ie - a our milk is properly refrigerated at all times, which insures the consumr 

suse by Automatic, built-in refrigeration a glass of delicious, cold ailk, 

ea ee ee ee ee 
Carage ; anit not “ 
facture assures delicious, cold milk. 2. That our sales at outlets using Norris Milk Dispensers show a substantial | 
gain over the sales made at the sam outlets before installation of the dise- 
r¢ cords peneer,. 




















PRP te ee ee nee 


COTTe¢ 


. . . We would aleo Like to state that we lieve alway iound «@ Norrie 
by the Approved by leading sanitarians Milk Dispenser to be extremely easy to place, due tne fact that ite very 
appearance sells it on sight. It ie one piece of ewipaent that endances the 
beauty of any outlet and, in moet cases, fite riynt in with the other etain- 


and public health officials—meets Pee ee 


erations We could list many more advantages we have found oy using your 


dispenser but believe we have given you the most outetandine es. 
cking of requirements of Public Health 


of ait we are, 


| clean Bulletin No. 220. a 


| BECKMAY DAL Cue ANT 
( VASIS 


With our very beet regards to y and tr: Norris Corporetion, 


~ ) ? 
7 - / 
po (hs Oo ae 
. Jas. \. Beckman, 
President, 
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eC done 


milk plants throughout the U.S. 


























orks out 

ce | 

a term fT hh A hb Pd Ty > 
oe rESTED AND PROVED 
general NORRIS Milk Dispensers are available in 
nto the one, two and three-can models; solve milk 
go over . service problems in restaurants, schools, 
nor re institutions and industrial plant cafeterias. 
ostpon For BIGGER bulk milk profits, get the com- 
he truch plete story on NORRIS Dispensers today! 
‘re again 

is prel _ —_——— —— a GE a coe ee eS ee eee ee ee 
‘mm some | AMR-3 | 
lave de ee Send me your brochure "MORE MILK PROFITS FOR ME” and complete 

is to do | details on the NORRIS MILK DISPENSER. { 
— | | 

Sev Name 

- wuck | | DISPENSERS, INC. 
ts he in | Title | 
is places 

i | 2720 LYNDALE AVE. SO., ili | 
“passing MINNEAPOLIS 8, MINNESOTA 

heets, if | City State I 
valuabl Eicees Gus es Ge ae ce es oe oe es ee a ee ee ee es Ge es es es Gs ee es ee es 
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(3. CENTURIES 
NATIVES OF NEW MEXICO 
WERE REQUIRED BY 
THEIR RELIGION To 

EAT 


















ONLY FROM THE 


RIGHT HAND 


‘To EAT IT FROM THE 





Ws. 932. ot AVERAGE 
A aii 


l2 MINUTES 
QUART OF MILK 


NOW HE WORKS ONLY 


Q MINUTES 








WITH THE WIRE [SEADING 
REMOVED AND PLACED 
OVER THE COW'S RUMP, IT WILL 
PREVENT THE SWISHING 
FROM YOUR FACE WHILE MILKING 














case history of each truck from be ition. Remember that the women who 
ginning to end. buy most of the milk are now driving 

Routemen should report in writing cars and any discourtesy by our route 
any truck difficulties when they re men can make for bad public rela 
turn to the garage each day. All com tions. A good safety program includes 


plaints should be followed up prompt a safety committe regular safety 


hay ees isee censiaae aballl meetings, safety literature and posters. 


You should know your accident costs. 

We have often been asked, “What 
make of truck do you find most eco 
nomical to operate?” or, “What make 


of truck do vou recommend?” There 


\ record of road failures should be 
ke pt. Such al record Call point to re 
curring difficulties so that proper cor 


rective measures can be taken 


\ safety program is a “must” in is no easy answer to such questions 


every fleet operation. This means more Each operation must be studied in 
careful selection of routemen. — It dividually before arriving at a deci 
means thorough physical and psycho sion. Some important factors are 

physical examinations It means a a) What is the reputation of the 


continual program of instruction in manufacturer and the local dealer and 
safe driving methods, in care, courtesy their financial 


ind Common sense in vehicle oper davs ahead? 
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responsibility in the 


(b) Does the manutacturer make 
frequent changes in models and parts 
which may make standardization dif 
ficult? 


c) Are replacement parts available 


locally and ata reasonable cost 


d) How do the individual truck 
units compare in size and quality with 


competitive makes? 


Management should have at least 
a monthly report of detailed cost fig 
ures on each vehicle so that any costs 
which are out of line can be spot 
lighted and corrective measures taken 
Be careful in making comparisons of 
costs that you compare like things. In 
other words, do not compare cost pel 
mile of one vehicle averaging 20 miles 
per day with a vehicle averaging 100 
miles per day. Similarly trucks in vari 
ous branches may have differences In 
operating conditions which may make 
comparative costs unfair for one or 
the other. It is better to compare each 
vehicle or each group with its record 
for the previous months, or the same 
months a vear ago to see the upward 
or downward trend of costs Then 
vet at the reasons if the costs are go 
ing up and see if they can be im- 


proved. 


You’re in the Trucking Business 


When we talk about economy, we 
presume that your purchases are made 
at the lowest possible prices. It is 
therefore, surprising to find when we 
analyze fleet set-ups that prices paid 
for ordinary supplies will vary consid 
erably. Take an item like gasoline for 
example. If you use as little as 100 
QOO gallons of gasoline per vear, a 
difference of even one-half cent per 
gallon in contract price means a dit 
ference of $500 per vear. We have 
found fleet owners of good size pay- 
ing abnormally high prices on. tires, 
batteries, spark plugs and even on 
new trucks. When it comes to insur- 
ance, some fleet owners are influenced 
by friendship for a broker and may not 
only pay more premium than is neces- 
sary, but what is more vital, may even 
be improperly protected from losses 


due to improper coverage 


In conclusion, may I remind you 
that it is the small savings in each 
item, multiplied by thousands of units, 
thousands of miles, thousands of gal 
lons, thousands of days, that total 


large in the aggregate 
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ne FoR SUCCESSFUL PROMOTION 


Cottage cheese promotion with Bascal Tum- 


And, on top of all this, is the exceptional 
said cial blers and Bowls is the complete campaign. quality and novelty value of the premiums 
Everything in advertising, merchandising and themselves. 
in each packaging is planned for you; ready immedi- Dairy after dairy reports phenomenal sales 
of units, ately; free of bottlenecks; tested and proved increases—that hold; re-orders that just won't 
; of gal nationwide. stop coming in. 
at total 


FOR DETAILS, SEE OTHER SIDE, OR WRITE OR WIRE NOW + 
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XUM 








ae 


LU~ ceive vou tHe 





TF 


-TIME, 
KEEP-ON-GOING PROMOTION 


ALUMINUM 
BOWLS 





LOVELY 
TUMBLERS AND 


A Real Quality, Value Premium: Holds 10 ounces of cottage cheese. Anodized aluminum. No 
color transfer. Can't chip or break. Odorless, tasteless, non-rusting. Capped with standard 
2-color printed Econ-O-Seal all-aluminum closure. Same type tumbler sells in better 
stores for about $1.00 each 


Successful Promotion — That Continues! One dairy: 15,000 weekly, 121 weeks (2% years) 

and still no end in sight —— 
Many dairies: a standard inventory item 

Nationwide: Bascal promotion runs month after month after month a 


Plus Sales, Profits— That Hold! Large, small dairies report: “‘—sales still mounting’ “—un 
usual profits’ ‘‘—a lot of new cottage cheese users”’ 


No Bottlenecks! Delivery.assured on acknowledged starting date. Re-orders quick. Everything 
you need—when you need it. 


A “Get More, Mom!” Natural. The whole family goes for Bascal Tumblers. Multi uses. Sav 








ings-priced — 
Tie-in Followups. Bascal Bowls, perfect-match complete promotion deal, now ready. Add 
tional promotions soon ordini 
Prices 
been 
pered 
prices 
the b 
numb 
unive: 
motio 
delive 
deale 
tor its 
su 
to 
- ‘ as PO amnioa ri r 
Basca, and only Basca, gives you Complete SINGLE-SOURCE SERVICE 
@ Basca, and only Basca, designs, produces, and “and there wasn’t that first hitch. Your serv- ~ 
supplies everything you need . . . tumblers, ice was great.” “These premiums proved the most ' 
caps, equipment, complete tested promotional profitable, fastest selling, widely accepted cottage 
material. cheese container in the history of this company.” - 
BY THE MAKERS OF ECON-O-SEAL ALL-ALUMINUM SINGLE CLOSURES \ 
For details, write or wire now : BASCA MANUFACTURING CO., INC., 2222 N. Olney St., INDIANAPOLIS, IND. — 
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THERE'S ALWAYS A 


THE STORY OF A MAN 
AND AN IDEA 


By NORMAN MYRICK 


For more than a 
decade Columbus, 
Ohio has been a par 
adox. It has been 
a highly competitive 


ra market vet the tur- 


moil and turbulence 











that such a state 
lacking. 


Prices have been low, margins have 


ordinarily entails has been 
been small, yet the industry has pros 
Wage 


prices have been among the best in 


pered. scales and producei 
the business. It is a market with a 
number of strong personalities, vet its 
universal bottle, its market-wide pro 


motional streamlined 


endeavors, _ its 
delivery svstem and its energetic milk 
dealers association have been the basis 
lor its well-deserved fame as a center 

competitive 


cooperative competi 


aT 

Such a condition does not happen 
chance. It is the product of en 
ghtened human relations, of an abil 


to see and act upon those things 


' 


are) Important ind to relegate 


se things that are unimportant to 
eir proper place. Its foundation has 
nin the inquiring mind. Its prac 
il expression has been the creation 
in outstanding milk market in the 
terest of the consumer, dairy farmet 
or, and dealer. 

\ litth 

nl 


sudden, 


more than two months ago 


unilateral price reduction 


March, 1953 


battle flags of eco 
\ firm that operates 


raised the ugly 
nomic warfare. 
a chain of dairy stores unexpectedly 
and in apparent contradiction of the 


market philosophy, dropped the price 


of milk in their Columbus stores to 35 
cents a half gallon. The current price 
in Columbus at the time was 44 cents 
for two quarts at home delivery. Ther 
were no legal half gallons in Columbus 
at that time so that the cut was, for 
all practical purposes, a reduction in 
price per quart of 4% cents. Thus an 
unseasonal drop in the producer price 
subsequently resulted in closing the 


gap by 1 cent—34 cents and 42 cents 

The kev to the proud character of 
the Columbus market has been an 
ability to cooperate on problems where 
cooperation produced results and to 
act independently where independent 
action was the best method of pro 
The term 


petition” Was a 


cedure ‘cooperative com 
Columbus creation 
Dealers worked together in de velop 
ing efficient packaging, efficient dis 
tribution, efficient advertising. The 
worked just as hard as individuals to 
develop the quality of their own prod 
ucts and the efficiency of their own 
operations. They were able to give 
their city excellent milk at a low cost 
as a result. The 


that in 


Important poimt ts 
areas whert the good ot the 
market was concerned they acted as 


i market. When thes adopted a un 


BETTER WAY 





T. KLINE HAMILTON 


bottle. they did it together 
When they 
and then to three-dav-a-week deliver 

they did it together They did not 


enter imto 


versal 


went to every-other-day 


wasteful and = disastrous 


price wars, because they had learned 
long ago that whatever one dealer can 
do other dealers Call do and generally 
Thev took the 


do more. long-term 


view. 


Const quently the action of the dairy 
store chain had a double-barreled ac 


tion. It disrupted the market as an) 


such radical price reduction would 
But, even more important, it chal 


lenged the validity and strength of 


the “cooperative competition” princi 
ple. Was Columbus, after all, just an 
other city in which men, with all the 
frailties and all the 


men, built a house of cards that tum 


visions of other 


bled down in the first real storm? On 
Columbus market possessed 


strength that 


was the 
of a real basic would 
enable it to meet the sudden bitte 


onslaught? It was a time of crisis 


Emotion vs. Reason 


The first reaction among Columbu 


dealers was one of anger. They were 
mad There was reason for their an 
vel Thev felt that they had been 
given the 
Pheir 


meet fire with fire, to match price cut 


Ple ast 


well-known doubl CTOSS 
immediate inclination was to 


Turn to Page 69 
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DISTRIBUTION 


Can Be More Efficient Sy 





R. W. BARTLETT 


Dr. R. W. Bartlett, Illinois Economist, Sees Retail Price Fixing, 


Lack of Store Differentials as Drag on Industry — Suggests 
Methods by Which Distribution Costs Can Be Reduced 


® Integration of Manufacturing and Processing Plants 


@ Ejiminate Consumer Price Fixing That Exists in Eleven States 


@ Encourage Interstate Shipments of Milk 


® Develop a Store Differential of at Least 2 Cents 


© Expand the Use of Quantity Discounts 


OME BASIC CHANGES are now 
taking place in the dairy indus- 
try. Among them are a decline 

in butter consumption, an increase in 
the proportion of milk used as market 
milk, a rapid increase in the use of 
nonfat solids, the increased competi 
tion offered to ice cream by frozen 
desserts made with vegetable fats, and 
a widening of the areas to which milk 


is distributed from a bottling plant. 


The present most widely publicized 
change is the competition of vegetable 
fats with the butterfat used in ice 
cream. Concerning this change, the 
main problem of the dairy industry 
is to make sure that products using 

This article is based on a talk given by Dr 


Bartlett before the American Farm Economic As 
sociation 


52 


vegetable fat do not masquerade as 


butter or ice cream. 


The real problem of the dairy in- 
dustry, however, is to get its own 
house in order so that it can meet 
competition and continue to go ahead. 
Here are some specific suggestions for 


accomplishing this objective: 


1. Encourage the integration of 
plants manufacturing dairy products 
and those processing milk in order to 


lower unit costs of operation. 


The following quotation from an 
lowa study concerns integration in 


creamertes 


“Many Lowa creameries have an an- 
nual production of less than 200,000 
pounds of butter. In such creameries, 
it is not unusual to have costs as high 


as 8 to 10 cents per pound of butter. 


When it is considered that plants pr 
ducing 350,000 pounds of butter an 
nually can achieve costs less than 5 
cents per pound, and plants produc 
ing 600,000 to 700,000 pounds can 
achieve costs less than 4 cents per 
pound, it becomes evident that th 
smaller creameries are in a very poor 
competitive position.” 

Economies of scale in specialized 
pasteurizing and bottling plants wert 
pointed out in a Connecticut study 
which covered plants averaging up t 
4,560 quarts a day. The report con 
tained this further statement: “Evi 
dence from other sources suggests that 
the decline in costs continues in vol 


ume ranges bevond that covered 


this study, but it is impossible t 
project the economy of scale curve 
into these higher ranges without mor 


detailed study.” 


Limited observations made by. the 
writer indicate that unit costs of mil 
plant operation tend to decrease witl 
volumes up to 50,000) quarts dail 
This is one reason which has mad 
possible the large growth in inter 
market shipments of milk from bot 
tling plants which has been taking 
place in recent years. 

2. Encourage the elimination of 
consumer price fixing in states which 


still have this form of control 
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KOLD-HOLD truck refrigeration 


WILL PAY FOR ITSELF! 


Hundreds of cases have proven that without truck refrig- 
eration you may be doing double the work. Unrefriger- 
ated trucks cut down on the length of hauls and the time 
the truck is on the road. Smaller loads and shorter runs 
mean double trucking — and double handling time in 
loading and unloading. Undelivered loads at the end of 
a work day present a problem. 

Kold-Hold dependable truck refrigeration saves this 
loading and unloading time. It maintains pre-determined 
temperatures throughout day-long hauls. Undelivered 
loads can be left in the truck for the next day’s delivery 


because your truck becomes “a cooler room on wheels.” 

For example, the installation of Kold-Hold truck re- 
frigeration in 22 trucks at the Petan Dairy Farms means 
that they have saved one hour a day per driver; or in 
other words, they’re saving 22 manhours per day and con- 
verting this into more deliveries and more selling time. 
Actually it’s just about the same as adding three more 
trucks to their fleet. 

Couple the savings you make when you “don’t do it 
twice” with the fact that you have no spoilage losses and 
that your product is delivered in prime condition aad 
you have the reason why Kold-Hold truck refrigeration 
pays for itself. 


- oS > — 
KOLD=-HOLD can answer any refrigeration problem! 





KOLD-TRUX 






March, 1953 


Tell us your truck refrigeration 
problems and send now for com- 
plete data and literature. 


Which do you prefer . . . Mobile or Hold-Over truck re- 
frigeration? Kold-Hold can give you either or a combination 
ot both. 

When your weather worries start, pick out the routes with 
the biggest refrigeration problems and call on Kold-Hold to 
give you a satisfactory solution. They will give you the right 
combination for your needs from such highsides as the Kold- 
Trux Mobile Unit, a mounted compressor, or make-and-break 
assemblies, coupled to such lowsides as Kold-Hold Hold-Over 
Plates, Thin Plates, Serpentine Quick-Action Plates, or 
Blowers 

Why not give us the details of your problems and let our 
engineers find the most efticient solution for you. Write 
today for details. 





HOLD-OVER PLATES 
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Primarily as a result of the depres (TABLE 1—Costs of Distributing Milk to Consumers Through Stores as Measured 
sion between 1933 and 1940, twenty- by Dealers’ Gross Handling Margins in 24 Cities with Populations « 0 
five states and the federal government 300,000 or Over, 1929, 1939, 1949, and 195]1¢ 
enacted legislation to fix prices which ee / 
consumers should pay for milk. Aftet 3 . , 
City 1929 1939 1949 195] 
only a few months of operation, in nett 
January 1934. fixing of consumer Louisville ee ; Bi I ae ae 43 6.9 10.1 11.] 
: Chicago. .:.::.....: Sistede di bad iasan dt ask haben 7.6 a5 10.2 11.0 
prices by the federal government was PRUE PMMENOED is sicsvisscads tate soccsasdccenceatctacateacda 7.3 2 9.6 10.1 
abandoned. By the end of 1940, state ee ee a es 79 19 94 yt 
laws had discontinued price fixing in a = 4 rf S 4 )5 
Delaware, Marvland, Michigan, Ohio Indianapolis’ SR g & SG 94 
South Daktoa, Texas, Utah and Wash Detroits eee: 3.4 7.0 Qf 
ington. Between 1941 and 1950, price Clevelands PES een ae ee sie 1.5 8.0 94 
fixing was discontinued in Connect Baltimore ee heen 5.8 3.2 S.1 99 
icut, Indiana, Massachusetts, New Pittsburgh iniiaiileeaensaaiaataeencaiaa: Dae 6.5 9.4 9.1 
Jersey, and Wisconsin. Georgia was Denver seeeeenesecssccenseceseees 6.5 9.4 5.1 9.1 
the most recent state to abolish con San Francisco aed ical aheaibeseeuslalaateadindecie Se 5.6 8.6 9.0) j 
; iat Rochester eR ane ee icc reuanaes ; 6.4 6.2 S.0 8.9 
sumer price fixing, its law being de Sipe : 
PE A OP a Ce ee Cincinnati¢ ie neanaaiiaa whan ora tons Peet, 8.2 1.9 9 | 8.8 { 
i : , = Philadelphia? .. savatatunbaecusaus ks aie << ae 1.5 7.4 8.7 
Supreme Court in November 1951. Los Aumioe? ......... Roe 6.2 3 () 5 go 
To the present time, therefore, 14 of Milwaukee 38 Wy 7A wa 
the 25 states which once had con er ean La eee 5.9 5.8 74 Q 5 
sumer price fixing have discontinued OS ECAR SS ge ea eee Ren eee eS 17 6.7 73 gs 
this type of control. NI ois 5 ovecsvsvaeraccvopeusbsnccevcsuspesdecuediins f. 9.0 hed S.] 
: Boston’... pice saisabeaci wena 3.5 5.1 aa 7.9 
Governmental fixing of consumes Minneapolis-St. Paul 19 6.1 6.1 65 
prices has tended to curb the use of Washington 5.1 3.7 5.0 6.0 
inventions and to legalize inefficiences New York aa eS 3.4 5.0 5.4 
in the distribution of milk. Because 24-city average 5.6 5.0 S.0 8.8 
this matter is covered at some length - 
in my book, The Milk Industry, discus a) From U.S.D.A. Fluid Milk Reports and Trade Association Reports. Cities included in this 





study were all cities which in 1940 had populations of 300,000 or over and for which dato 


sion here is limite » OX; e : : , : ‘ ‘ 
. nited to one example of were available since 1929. Margins shown were computed on the basis of single-quart prices 


the effect of such control. to consumers less cost of the milk. In each market where consumer prices are fixed (footnote b), 
the margin shown is that charged consumers. In many of the competitive markets, much 

During the past decade or so, r¢ of the milk is sold at quantity discounts with average margins materially below those received 
peated attempts have been made by for single quarts. For example, in April 1952 about three-fifths of the milk in the Chicago 
market was sold in gallon and half-gallon containers at margins materially below that for 


at least one distribution agency. sell 





the single quart. On a weighted basis, it was estimated that the average store margin 
ing milk to consumers in a chain of was about one and one-half cents a quart below that for a single quart. 
stores Operating in California, Oregon b) Markets where prices to consumers were fixed by state agencies in 1951 
and Montana, to lower margins for c) Markets in states where consumer price fixing has been discontinued 
milk sold through stores. These efforts 
have been disregarded by state control per capita sales of milk and the will smaller cities the retail price of mik 
agencies, even though gross margins ingness of one or more. distribution tended to be the same when bought in 
for handling milk in many cities in agencies to lower margins from one stores as when delivered to homes 
these states are far above those in other to two cents a quart below those now This same tendency existed in April 
cities of comparable size in areas not exacted, a question which may well be 1952, when in 71 out of 128 markets 
under state control (Table 1). For ex raised is: Is it to the public interest of included in the U. S. Department of 
ample, in twelve out of 24 large cities the people in San Francisco and the Agriculture Fluid Milk Report the 
in 1951, margins for distributing milk 10,600,000 people in California gen- store price was the same as or highe: 
through stores were lower than those erally to continue to legalize ineffici than the home-delivered price Phe n 
exacted under California law for milk encies of milk distribution in — this 1950 population in the 57 cities which Tc 
sold in San Francisco, Margins in the state? And the same question may had a store differential averaged 590 Sp 
12 cities averaged 7.9 cents, or 1.1 well be raised in each of the ten other 5300, compared with 133,200 for th Li 
cents a quart lower than those in San states which still fix consumer prices 71 cities having no store differential ‘ 
Francisco (9.0 cents). Furthermore, in for milk. Prices for most of the smaller. cities in 
the same year, margins in Washington 3. Encourage intermarket ship and villages in the United States are lo 
and New York, two highly competi ments of milk, reduction of store prices not included in this report. 
ao et ae eae rt = ee — = Satics of Wilavis iniicate thet: 
: ; delivered prices in milk markets which introduction of a sizeable store dif 
those in San Francisco; while margins now have no store differential, and Sisidial tenilia te Hennes oon cual 
in the nearby city of Seattle, another wider use of quantity discounts. sales in both large and small cities 
Compeive Gammel, SrerNgEd sath; \ study of farm-to-retail margins Between 1945 and 1949, each of eight 
one cent a quart less. made by the Bureau of Agricultural smaller markets in Illinois, including 
In view of the need for increased Economics in 1951 showed that. in Bloomington, Danville, Decatut = 
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Increased trippage means increased profits. 
To assure maximum returns for your bottles, 
specify those made by Liberty. Because of 
Liberty's special FLAME-POLISH, you get 
insured appearance, increased toughness, 
longer life and GREATER TRIPPAGE. 





Br ae 





SINCE 1918 


Sig g GLASS CONTAIy, 
NG IN 


Doi! \\i] ZZ 


FLAME - POLISH: 


ATA YM WW 


WITH LUSTRO-COLOR 





CONSULT US FOR A BETTER BOTTLE BUY! 


bert Glass 


SAPULPA, 


OKLAHOMA 








Peoria, Champaign-Urbana, Quad-Cit- 
ies, Quincy and Springfield, lowered 
their store margins and store prices 2 
cents and in some cases 2% cents a 
quart. In that period, per capita sales 
in these markets increased 15 per cent; 
at the same time, those in the United 
States decreased 10 per cent. This in 
crease in milk sales was directly asso 
ciated with an increase in store sales 
resulting from the introduction of a 
store differential. Another contribut 
ing the 
Grade A milk in these markets during 


the same period. 


factor was introduction of 


Quantity discounts and store dif- 
ferentials together have been associ 
ated with a sharp increase in per cap- 
ita sales of milk. In 1940, per capita 
sales of milk in Chicago averaged .60 
pint daily, or about three-fourths that 
of New York (.74 pint). By 1950, per 
capita sales of milk in Chicago had 
increased to .77 pint daily, or only 
4 per cent below those of New York 
(.80 pint). 

From 1896 to 1930, store prices in 
Chicago were the same as home-deliv- 
ered prices. During at least part of 
this period, consumers in New York 
could buy milk at stores at 4 to 5 
cents a quart below the home-delis 
ered price. In 1930, only 6 per cent 
of the milk sold to consumers in Chi 
cago was purchased at stores. 

1930 and 1940, the con 
trols which had prevented low-priced 
store milk in Chicago were broken. It 
that the chiefly 
responsible for breaking these controls 
was owned by Al Capone. Since 1940 


Between 


is reported dairy 


there has been plenty of competition 
in Chicago, with the result that milk 
in large-sized containers is now a bar- 
gain. In April 1952, the store price 
for milk in gallon jugs ranged from 
69 cents to 82 cents, 78 cents being 


about the average. At 78 cents a gal 


a4 


DISTRIBUTION COST 
PER DOLLAR OF SALES 
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1930 1935 


1940 


MILK DISTRIBUTED THROUGH HOME DELIVERY 


MILK DISTRIBUTED THROUGH STORES 





1945 1950 


Proportions That Distribution Margins Were of Consumer's Dollar for Milk Distribution 
Through Stores and Retail Home Delivery. 


lon, or 19% cents a quart, Grade A 
milk in Chicago was only 39 per cent 
higher than the 1929 store price, while 
at the same time prices for all foods 
in Chicago were 79 per cent higher. 
All dealers in Chicago pay the same 
price for Class I milk. Hence reduc- 


tion in consumer prices is made by 


reducing the handling margin. 


The kev to lower margins, both in 


Chicago and in smaller downstate 
markets, has been keen store compe- 
Store 
around 70 per cent of the total sales 


of milk to both New 


York and Chicago. In a smaller mar- 


tition. sales now account for 


consumers in 


ket, such as Champaign-Urbana (64,- 
000), from 18 


store sales increased 


per cent of total sales in 1945 to over 
50 per cent in 1950. 


For the country as a whole, home 
deliveries still account for around 55 
per cent of total milk sales. While ap 
parently it is neither possible nor cd 
the 


greater proportion of store sales, those 


sirable to stem trend toward a 
interested in preserving the home cde 
livery system have helped to do so 
in competitive markets through use of 
home delivery quantity discounts, ad 
vertising, and special services to con 
sumers. In the writer’s opinion, it is 
likely that from 20 to 40 per cent of 
the consumers in the United States will 
continue to want home delivery sers 


ice and be willing to pay for it. 





The fabulous Brooklyn Dod- 
little 
gold in the promotional stream. 


gers are out panning a 
A new licensing plan offering a 
promotional tie-in between the 
team and _ specific products has 
just been announced. 

The 
has one aspect of interest to milk 


distributors: 


Dodger Licensing Plan 





THE DODGERS SELLING MILK A’REDDY 


It will 


turers of packaged goods, such 


license manufac- 
as bread, milk, cereal and prod 


ucts in any other acceptable 
category, to display an Official 
Brooklyn Dodgers Seal on pack 
ages, displays, advertising liter- 
ature, radio and TV shows, etc. 
The licensee’s products become 


the Official Dodgers’ choice and 





Dodgers at work and play, at the 
Dodgers’ training table, in the 
gym, locker rooms, etc. 


TRAINING TABLE 


be officially used by the 
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Kraft’s new Stabilized Chocolate-Fla- 
vored Powder #3 withstands SLOW VAT 


al a 


COOLING and EXCESSIVE PUMPING after 


cooling, two major causes of “settling” 


Even with slow cooling in the vat or with exces- 
sive pumping you can still produce a deliciously- 
flavored, non-settling chocolate milk or dairy 
drink with Kraft Stabilized Chocolate-Flavored 
Powder #3. 

Why? Because #3 is specially-formulated by 
Kraft to withstand processing extremes and still 
NOT “‘settle’’. 

In addition to #3, Kraft makes another stabi- 
lized chocolate-flavored powder, called #1, for 
use in plants where quick-cooling is available. 
Choose the powder best suited to your operation. 
Either will give the following desirable properties 
to your chocolate dairy drink: 


ohed... 


two major problems that 
cause “settling’’! 








@ FINER FLAVOR...a deep-down, delicious 
“‘chocolaty”’ taste that kids and grown-ups love. 


® Low viscosity... drinks made with Kraft 
powders have viscosity much like fluid milk... 
pour smoothly ... leave no filmy after-taste on 
the tongue to destroy the appetite for seconds. 


@® EASY TO USE... no syrupy mess, no scraping 
of tins. You can get the last spoonful of powder 
from its container. Quickly and easily soluble. 


Kraft powders are ECONOMICAL. Convenience 
and ease in handling save time and money in 
manufacturing. 


- —_— 
—= = z e yoddyY: 
No. trial ¢ ix 
ORDER 0 943. Write ee 
we Company: ‘ \\linois- SX 
Foo ” Chicad ' 
\Winots ~"" _— 


\ R A al STABILIZED CHOCOLATE-FLAVORED POWDER *3 
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HE NATIONAL Dairy Council 
has Come up with mother valu 
able approw h to. the practical 


aspects of mutrition In a careful 
analysis of dollars and cents values in 
foods from the point of view of nutri 
tion the council has shown housewives 
how they can get the best nutritional 


buvs for their money 


Phe information has been released 
in the form of a feature article fon 
magazines and newspapers Complete 
with photographs, tables, charts, and 
a well-written text, the article has had 


wide acceptance in the nation’s press 


Phe article raises two basic ques 
lions, questions calculated to make 
housewives. sit up and take notice 
Phe first question asks, “How well are 
vou using vour food dollar?” The sec 
ond question inquires, “How well are 


family?” Both of 


these questions underscore the truth 


vou feeding vou 


of a rather remarkable situation. The 
situation is simply this; a good farmer 
better than the 


average housewife feeds her family 


feeds his livestock 
Mhe condition, distasteful as it) may 
he, is quite simple. “Farmers,” says 
the National Dairy “feed 


hogs and other animals on a scientific 


Council 


basis. Thev know the food nutrients 


of each sack of feed’ 


“Do vou know how much protein 
vou consumed vesterdav? How much 


iF 


t. how much carbohydrate?” 


As a journalistic device to gain at 











tention these questions are excellent 
They touch upon a sensitive pom# the 
degre of excellence with which 
housewives are discharging their most 
Important function The article pro 
ceeds to exploit the opening thus 
made with some pretty sound and 
some pretty fascinating facts about 


nutritional values. 
Phe urge to eat is prompted by ou 
need for eneres provided by the 
fat, carbohydrate, and protem im ou 
food The other nutrients we requn 
minerals 


Vitamins and accompany 


these energy supplying nutrients in 
the various foods But, on a dry 
weight basis, most of our food dolla 
goes for the purchase of protein, fat, 
and carbohydrate. Of these, protein 
is our most expensive nutrient. This 
fact Is reasonable because protein is 
our most important nutrient. While it 
can and often does provide energy 
alone that we 
We need it because 


it is the primary material from which 


it is not tor energy 


require protem 


all living cells in our body are made 
Unless protein is provided in our food 
growth is impossible repair of body 
tissues is impossible, defense against 


infection is impossible 


So to market we go, just like the 
contractor buying gravel and cement 


or pulling into the gas station and 


saving, “fill ‘er up 





N DC Tells 
Pocketbook Side 


Dairy Story 
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vd 
| 
uu 
loll 
We're really out to buy prot 
fats, carbohydrates and a variets at 
other extremely, Important food el ™ 
ments without which we cannot live | om 
| I 
How to spend the food dollar mor a 
cllectively is the message contain “ 
in the rest of the article Using 
hypothetical family of four as the unit 
to be fed, a suggested shopping list | r 
is presented and the nutritional valu 
in terms of dollars and cents are ana 
Ivzed ‘As we are concerned witl 
how to live cheaper and be healthier “ 
it follows that we should analyze, fror | 
a nutritional standpoint, just what it 2 
is that each of our food purchases 
have contributed. An informed hom 
maker can buy knowingly. An uni | 
formed shopper may waste man 
dollar.” | 
Each of the three main nutritional | 
factors, proteins, fats, and carboh 
drates, is considered in relation t PA 
the shopping list. It is shown, 
example, that dairy foods offer com 
plete protein at about 77 cents 
pound while meat furnishes protei oF 
at the rate of $2.27. Fats in dain 
foods cost about a dollar a poun 
while fats in meat boost the charg M 


Breads 


up to $2.04 a pound 
‘ , 
shown to Db 


tries. and cereals are 
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Despite better foods and a better knowledge of nutrition, most Dietitians figure menus in terms of nutrients. They must 





housewives buy food by the pound without really understanding feed patients on a fixed budget, yet provide a complete 
what is in the food that is purchased. diet. They do it by using foods efficiently 
the most economical sources of carbo inn the Shopping List partic ularly to Phe trick is in knowing what vou 
vdrates. learn which foods contribute best to are doing 


‘ , youl family’s needs for Vitamins ind 
The article concludes How can ; \ complete. list veccompanied by a 
; minerals. The recommended amounts ; k sl 
mum economize In the use of your too¢ complete menu for a wee SHOW MY 
loll 7 Lo of nutrients listed on Chart C are what 
lollars? Check the yotein, Tat, am 
yroten cnt t family of four should have. Divide 
whohydrate bar graphs. They give 


how to use the foods that have been 


purchased accompanies the article. In 
















iriets the recommended amounts by four to 
aad oi good indication of the efficiency of vet the per person allowances as a addition, there are four charts, thre 
tls es the various food groups in bringing step toward calculating what those tables and three graphs. The graph 
) mcach of the major nutrients. Study vou feed should have. You mav_ be ure particularly informative in the 
ar EN Chart E (Estimated Nutrient Contri buving too much of come things and price and nutrient: value COMParisOns 
ont Tl ° . 

‘ vs nition of Milk and Each Food Group not enough of others that they portray There is a iph 

sing 
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great practical value. Milk is a basic Milk distributors can use this ma- A second wav in which this ma 
factor in health. Most people will terial in several ways. Thev can use terial can be used to advantage is 
agree to that. But why is it an im it as a significant part of their sales through its use in food pages tha! 
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that makes its way into print. obvious to need further comment. (Please Turn to Page 82) 
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. IN THE WOODS 
International quality controls 
begin deep in the woodlands 
where trees are selectively cut 
and millions of selected 
seedlings are planted annually. 
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1 THE 
Control continues through the mill 
where Fourdrinier milk 

container paper board rolls 


from huge, modern machines. 
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THE PL/é 
In our five Pure-Pak con- 
verting plants, control 
follows through die-cutting, 
scoring, printing, gluing, 
inspecting, packing: all under 
rigid inspection. 
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From seedling to tree to finished product 
constant controls check 
Milk Container quality. 
And you benefit. 
Every International Pure-Pak you get is the 
finest milk container money can buy. 


international §»P 


SINGLE 


220 420d 


East 


1953 
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Street, 


LOOK FOR THIS SIGNATURE 


7 
INTERNATIONAL PAPER COMPANY 
SINGLE SERVICE DIVISION 
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By combining the advantages of store delivery with 

the convenience of home delivery, vending machines 

in apartment houses may provide a startling new 
development in distribution. 


Machines a 


last 


me nc \ 


* + is esti 
Milk milk 


rougn 


ugh tl 


Vending < 


s gotte 


nding 3 


ling al 


in a 


Ne W 
juart 


Apartment — 





ETAIL HOME delivery has been 


given a new twist by the City 
Milk Company of Maspeth, 
New York. The twist is the use of 
coin-operated vending machines that 


milk 


These machines are installed in apart 


dispense quart packages of 
| | 


ment houses and have the effect of 
combining the economy of a large stop 
with the service feature of home de 
The City Milk Company has 
installed quart vending machines in 
New York City 


which 


livery. 
seventy apartment 
there are 
mately 6.000 families. 


houses in approxi 


The vending machines used in this 
new venture in retail home delivery 
are fully automatic coin operated de 


vices manufactured by the Rowe Man 


ufacturing Company of New York 
City. The machines are 41 inches 
wide, 32 inches deep and 74 inches 


high and sell for $845 each. 
hold 140 quarts of milk. 
Ben Simon, 


Company, 


They 
According to 
President of Citv Milk 


American Can Company 
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containers are being used at the pres 
New York 


Rowe officials say that) any 


ent time in However, 
type of 
used in the 


paper container can be 


equipment. 

The quart vending machines have 
two separate levels, each of which op 
erates with its 


independently own 


coin receptacle and change-making 
mechanism. The purpose of this ar- 
rangement is to provide for uninter 
It one 


chine should be out of 


rupted service. side of the ma 
iction due to 
temporary mechan 


ical fault, the other sick 


accident or some 
would still 
be in operation, ensuring a continuous 


supply of milk for the tenants. 


The machines take only quarters, 


Although it 


feasible to make a coin 


giving pennies in chang 
is perfectly 
vending machine that will accept any 
combination of nickels and dimes, the 
experience of the City Milk Company 
has indicated that the quarter machine 
is the most. satisfactorv. The reason 


is one of those absurd quirks of human 





ce. 


Houses 


ture ¢ 


( ple 


By NORMAN MYRICK ere are 


re ml 
| 

s the ol 
read 


partme 


{ milk | 


shortage 


{ famil 


store W 

nd a 
nature so insignificant in an isolates uently. 
instance but assuming the proportions i os 
of a real problem when taken in th the sci 


According to Mi 


with the 


Simon 


aggregate. 


the trouble 


ending 


multipl con 


supp 
machine is the fact that the customer ecessit 
thinks he has the correct change, on! istome 
to find himself a nickel or a dim chine 
short when he comes to put the coins quires 
in the machine. Consequently. ther tall h 


IS ho sale 


With the quarter machine vear 


however, the customer quickly gets Mr. | 
in the habit of saving the necessat meee 
quarter for the milk. we 
The vendors are constructed so that Llc 
they can sell butter, cream, chees¢ Ik in 
in fact almost any packaged food that rtm 
can be kept under refrigeration. Cit tosh 
Milk Company, however, is concet , & 
trating on milk mal] 

i ites | 
Bringing Store to Customer ae 
There are several features about Ittles 

the vending machines that appeal t the chi 
ipartment house dwellers. The 1 knowin 
markable shift in buving habits over the lol 
i March 


American Milk Review 


solate 


Ortions 


in th 
Simo 


col 


leview 


XUM 


last ten years has resulted in a 


mendous increase in store buying 


« estimated that SO per cent ol 
milk sold in New York is sold 
rough — stores. Consequently, al- 


ugh there Is some retail home de- 


rv even in apartment houses, the 


jor portion of the city’s population 


The 


ding machines, in effect, bring the 


s gotten milk through stores. 


re to the 


In addition to 
milk 


he vending machines is currently 


customer. 


e feature, the price of 


s 


ling at two cents below the. store 
ce. Homogenized vitamin D milk 
New York stores sells at 24 cents 
juart The same milk in the vend 
g machine is sold at 22 cents. This 


t cents below the home-delivered 


One of the most encouraging char- 


teristics of this operation from = an 


lustry point of view is the plus 
ture of the business. Apparently 
ple in apartment houses where 
ere are vending mia hine S are usd 


re milk than they did before. It 
the old story of milk being on hand 
readily accessible. A feature of 
tment house life is the borrowing 
f milk back and forth among the fam 
es in a given apartment. There is 
a greater o1 lesse1 degre , a chronic 
ortage of milk due to under-buying 


{ family will buy two quarts at the 


tore where they actually need two 
nd a half or three quarts. Conse 
juently, they frequently run out of 
Ik and either borrow some from 
the neighbors or go without. Che 


ending machine has made it possibl 


supplement the supply without the 


ecessity of a trip to the store. The 
istomer merely goes to the vending 
ichine close at hand and gets the 
quired milk. The milk is available 


t all hours, dav and night, 365 davs 


ea©r 


Mr. Simon lists three major advan 


ges of this type of operations as far 


+} } 


ie housewile is concerned 


Convenience. There is always 


ik immediately at hand right in het 


partment building: the machines ar 


stocked every. day some twice a 
Much needed space 1s saved in 
ll apartment refrigerators. It elim 


ites the labor of Carrving milk from 


' 


h indling 


can safely send 


re and the need for 


itt le S The 


housewife 


the children “out” for a quart of milk 


MOWING thes need VO onl ilS fa aS 


he lobby 
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Ben L. Simon, president of City Milk Company, and John S. Mill, vice-president of Rowe 
Manufacturing Company stand beside one of the 70 vending machines that Mr 
firm has in operation 


Simon's 


Machine holds 140 quarts of milk at a temperature of 38 degrees 


Note upper and lower levels. 


2. Health The milk in) standard 
quart contaimers 1s delivered directly 
from the Maspeth plant in insulated 
trucks to the 

kept at a 


trolled t 


refrigerated machines 
thermostatically-con 
about 38° de 


no chance for it to 


ind 
mperature of 
Crees There is 


get warm 


on. the 


walting on a doorstep ol 


wav home from the stor It 
rigid 


Board of H 


machines lhe 


meets the requirements of th 
alth and. the 


under — the 


pl unt and 
comple te 
Board 


vuthorityv and supervision of th 


of Health 


3 Cost Because ot the CCONOTHYN 
of the operation the milk is sold at 
supermarket price three or four cents 


less 


Seventy of th 


than home-delivered milk 


vending machines 
each holding up to 140 quart contain 
ers of homogenized Vitamin D milk 
are now 


in regular use in apartment 


buildings und projects housing every 


Manhattan the 
ind Queens Mii 


micas 
Bronx 


Sim 


group te 
Brooklyn 


mh ve vealed 


Tenants Appear to Like It 


Fenants reaction he said ha 
been enthusiastic. In the not too far 
off future, we expect residents of 1,500 

f New York's 15,000 multiple dwell 
ings to be getting their milk fron 


( nding ine hiinn S 


lo indicate how these machines 
are being accepted milk sales through 
the vendors already iwerage one quart 
per family daily in the buildings wher 
installed, while the 


they are averac 


familie 


daily milk purchase for all 
in New York is only 


rhe milk buving 
constantly changing one Mr. Simon 
1940,” he said, “about SO 
per cent of the milk sold in New York 


was home delivered, the sold in 


quart higher 


pattern of 


noted. In 


rest 


stores Foday only 20 per cent o1 
less of the city’s milk is home deliv 
ered, and that mainly where the ce 
livered price is close to the store pric 

Now he declared we have 
brought the store price to the front 
door 

Price of milk sold through the ven 
dors currently is 22 cents a quart 
iwainst 26 cents for home deliver 
The changemaker which deliver: 
three cents change from a quarter, i 


isily and quickly adjustable to 


pro 
ide for any fluctuation, up or down 
in milk prices 
The milk vendors are now install 
in one building in Tudor City in Man 
hattan; nine buildings of the Equita 
thle Life Assurance Company's Ford 
ham Hill Development in the Bron 
Please Turn to Page 89 
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TO SELL INTELLIGENTLY 


Why do people 
we buy milk through 
stores? Why do 


footche 


other people prefer 
home delivery? What 
attitude of 


toward 


is the 
consumers 
the important ques 


-) 


tion of packaging? Is there any clea 
cut preference for either paper o1 glass 
there are 


containers? If preferences 


what are the reasons for the likes and 


dislikes? What are the factors that 
influence milk buving habits? These 
are important questions, vital ques 


tions to the modern milk distributor. 


milk 


tions usually 


distributing 
a market 


department whose job it is to find the 


Large organiza 


have research 


answers to. these questions, a fact 


which probably goes a long way 
toward explaining the sales success of 


Most 


have ho 


these firms. medium-sized and 


small dairies such facilities 
and operate on by guess and by gosh 
basis. Some firms depend upon route 
men for 


information On custome! 


trends and reactions. Many managers 
work on the basis of the “feel” of the 
market, an ability to sense a trend o1 
an attitude. This is better than nothing, 
but the fact remains that the routeman 
investigator and the 


is not a trained 
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SALES INTELLIGENCE 


A Market Survey Conducted by a Medium. 


Sized Dairy in a Medium-Size Town Dem. 


onstrates the Value of What the Military 


People Call Intelligence.” 


sales manager does not possess occult 
Sound market 


fundamental in modern 


powers. research — is 
merchandis- 
ing. It is the intelligence service of 
the sales program. Unfortunately for 


the industry, there is far too much 
‘guess” and far too little “know” in 


dollar 


this multi-billion business of 


fluid milk. 


One of the major deterents to mat 
ket research is expense. Surveys, stud 
ies, statistical reports cost money. Nev- 
ertheless it is possible to conduct valu- 
able consumer studies without an ex- 
horbitant outlay. Furthermore the in- 
formation contained in such a study 
is quite likely to reveal a situation or 
situations that enable the sponsor to 
direct his sales fire with a vastly in- 
creased effectiveness, an effectiveness 
that more than pays for the cost of the 
study. Such was the experience of 
Marion Center 


Pennsylvania. 


Creamery in Indiana 


Indiana, Pennsylvania, is a com 


munity of 1LO.000 people, roughly 50 
The Marion 


medium-sized 


miles east of Pittsburgh. 
Center Creamery is a 
operation engaged primarily in proc- 
essing fluid milk which is distributed 
Dur- 


ing the summer of 1952, this firm con 


on retail and wholesale routes. 


ducted an extensive survey of the com 


munity in which it does business. T! 
study was made by William J. Ni 

son, the son of the creame ry's owne! 
It was conducted according to 
cepted survey practices. 
a lot of shoe leather, considerable er 
terprise, and a healthy measure of 

telligence. The result is a remarkab! 
clear picture of the market in whicl 
the Marion Center Creamery is operat 
ing. It doesn’t solve all the firm 
problems, nor does it provide al fou 
lane highway to more and better bus 
ness, but it certainly sets up sol 


pretty obvious guide posts. 


Seven Major Questions 


There were seven major questio1 
tor which Mr. Nicoson sought answe! 


These questions were: 


1. What is the nature and import 
ance of competition 
and canned milk? 


2. What is the relative importa! 


of specific dairy products, e.g., bh 
does the demand _ for cottag chees 
compare with the demand for fh 
milk, ete.? 

3. To what degree and _ for wl 


reason do people buy milk at stores 


and to what degree and for what r 
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There'll be no interruption in 
your dairy service the day you 
switch to Econ-O-Seal closures. 





Econ-O-Seal equipment moves right into your capping 
line, easily, immediately. You'll need no long training 
period nor extra help for changeover or upkeep. 
Econ-O-Seal will win new respect, too, when 

you see the new low-cost factors. You'll save by 
eliminating plug-capping and storage problems, by 
reducing freight costs and by cutting 

downtime and maintenance costs. 

Econ-O-Seal promotion will introduce the new cap 

to your customers—show them how to remove it and 
re-use it—make them appreciate, even more, this 
super-sanitary service. 

And Econ-O-Seal closures will win friends fast—among 
your customers, routemen and production personnel. 
As a matter of record, no dairyman has ever failed 

to save money with Econ-O-Seal all-aluminum single 
closures. Consult your dairy supply jobber or write 


Econ-O-Seal Division, Basca Manufacturing 


Company, Inc., 2222 North Olney Street, , 
Indianapolis, Indiana. s Sul 


Join the many dairies who save big ; = Dl 
money by changing to the 38 mm ay” 
bottle and the Econ-O-Seal 38 

closure at the same time. 


No daryman has ever failed 


to cut costs with..... 
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son do peopl use retail home delis 


ery? 


t. To what degree and for what 
reason do people preter one type of 


container over another? 


5. To what degree and for what 
reason do people preter homogenized 
milk? 

6. What are the factors that de 
termine the volume of consumer milk 
consumption? 


7. What segments of the public are 


most likely to vield increased sales? 


Number 7 is obviously the pay off 
question. Where can we most profit 
ably direct a major portion of ou 
cnergies in order to get additional 
ales? If you know the answer to that 


one, vou know something worthwhile 


Mr. Nicoson used as a sample 6 pel 
cent of all the dwellings in the com 
munity. He divided the communits 
into eleven areas which were covered 
as extensively as their population jus 
tified. The people questioned, or re 
spondents as they are termed, were 
classified On a sociological and eco 
nomic basis of “low.” “average,” and 
high.” The basis for this classifica 
tion was Mr. Nicoson’s evaluation of 
such factors as the respondent's house 
clothing, apparent education, and sim 
ilar considerations. The categories 
low” and “high” were apportioned 
20 per cent each of the total sample 
the remaining 60 per cent were desig 
nated as “average.” The interviewer 
could not risk alienating the respond 
ent by asking a figure on income o1 
age, but age, like socio-economic rat 
ing, was estimated within categories 
There are some things you just don’t 
ask a woman; one of them is how 


old she Is. 


What did Bill Nicoson find out? 


This is what he reported 


Extent of the Dairy Market 


The statistics of the survey show 
that 12% of those interviewed did not 
regularly buy milk pasteurized by a 


dairy. Here, quickly defined, is what 


might be called the dairy frontier, that 
ea of the public unclaimed by com 
busine SS and 


ready to be converted. Of this 12%, 


petitors in the dairy 


10% bought raw milk and 2% used 
canned milk completely. The question 
to be answered is “Why do people buy 
milk that is not pasteurized by a 


> 


dairy 


Raw Milk Consumption 

Since 10% of our total sample bought 
raw milk, at least a partial answer to 
this question lies in determining the 
reason for their preference. The su 
vey shows that the reason given most 
frequently by those who used raw 
milk regularly was that they paid less 
and, next, that they had relatives on 
i farm. The statistics also show, how 
ever, that of thos: respondents classi 
fied in the “low” socio-economic level, 
whereas of 


11% bought 


not one used raw milk 
those classified as “high,” 
raw milk. The less expensive product 
does not seem to have impressed that 
segment of the public which might be 
issumed particularly susceptible to the 
low price argument. A number of rea 
sons might account for this: that fru 
gality is not peculiar to any economic 
condition; or that persons classified 
‘low” may not have a means to pick 
up milk in the country; or that pet 
SOS classified “low have more chil 
dren than persons classified “high” and 
would be less likely to use raw milk 
because of the health factor involved. 
Whatever the answel SOCTO-CCOMOTNIC 
levels appear to have little to do with 
determining the market for raw milk 
despite the most frequent argument 


advanced by users: “It's cheaper.” 


On the other hand, the survey shows 
that certain areas of residence in the 
community seem to have a relatively 
high percentage of raw milk users. 
One area alone, for example, had 45% 
of all raw milk users and only 15% of 
all respondents interviewed. It is no 
coincidence that this area (No. 9) is 
more rural than any othe: Proximity 
to the farm appears to be a large de 


terminant of the raw milk market 


Raw Milk and Socio-Economic Levels 


The following table shows the percentage 
of respondents in each Socio-Economic cate. 
gory who bought raw milk as opposed to 
the percentage who bought milk pasteurized 
by a dairy. 


Low Average High 

% % % 

Pasteurized 100 87 89 
Raw 0 1 1 
100 98 100 


Canned Milk Consumption 


Canned milk accounts for 


mainder of cases not buyii 

milk Phough only 2% ot tl tot 
sample used canned milk to the ex 
clusion of fresh milk, 65% used canne 


milk in some degree; so that in reality 
greater non-dairy market is controlle 
here than with raw milk. We must 
determine, then, not only why p ople 
buy canned milk, but, if they buy it 
what accounts for the amount. the 


buy 


\ SOC1TO-CCOLOTNNE breakdown 
veals that while only 20% of those cla 
sified “low” used no canned milk, 50 
of those classified 
canned milk. 


respondents in “high” used four on 


high” Lise’ ll 


Moreover, only 5 


more cans a week, while 20% in “low 
used the same amount. This seems ti 
indicate that, in contrast to raw milk 
the family’s economic condition d 
termines to a great extent not only if 
the family should use canned milk 


but how much should be used 


Che size of family was found to have 
slight correlation with the amount of 
canned milk CONSUME d and even less 
correlation with whether or not canned 


All cases of com 


plete canned milk Uusace 


milk was used at all 
however 
were found to be in families of two 
persons, indicating, undoubtedly, a 
general feeling that at least some fresh 
milk is necessary for children. Very 


large families, of six or more persons 


were inclined to use large quantities 
of canned milk if they used it at all 
On the whol 


correlation between size of family and 


this slight cle gree ot 


canned milk usage 1S overshadowed 


Better Dairies Everywhere Are Switching to 


HAYNES SNAP-TT'TE NE: 


Order through your favorite jobber. 
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Is by the striking correspondences involv- other words almost twice as many peo Store vs. Delivery 
entage ing the family’s economic position. ple were found to prefer homogenized Of those respondents who used milk 
: ~ er ‘ —_ milk as preferred the regular. A socio pasteurized by a dairy, 24% bought 
Mi io- i s : . —_ 
orth cagespalgeapanlase cing emitaa ate economic breakdown revealed that of it at the store regularly Three times 
+ serra oe those respondents classified “low” 58% as many persons had their milk deliv 
High of families in each socio-economic level who j \ 
“4 gurchased canned milk in the stated amounts. used regular milk in contrast to the cred. Nevertheless those who bought 
Yo . ot 9 
Low Average High 21% of those classified “high” using milk at the store represent a large 
89 % % % ; -_ mata 
" een 20 6 50 regular milk. This clearly demon segment of the public (21%) who are 
i Slightly 40 39 35 strates that the extra cent charged fon possible converts to re tail delivery by 
° Moderately 20 12 7 homogenized milk is undoubtedly th any particular dairy. The question to 
tl 20 " 
: recon | . : 0 most important single factor which be answered here is “Whv do people 
a — — maintains a market for regular milk buy milk regularly at the store? 
( 100 100 100 
ai ' ‘ 
;' Dairy Products in General Usage of All Dairy Products 
at 
The following table shows the percentages of respondents who used each product to the 
‘ Ot all dairy produc ts, milk and but 
eX ‘ ; stated degree. 
inned ter only were bought more regulariy Very 
lity than occasionally. Butter, moreover, Regularly Occasionally Seldom Never Total 
; % % % % % 
rolles vas bought regularly by only 28% of Regular Milk 34 3 63 0 100 
must the respondents, with 55% apparently Homogenized Milk 63 3 34 0 100 
copk sing some substitute. Approximately on Milk ; a > on 
: uttermi 
uy it 44% of the respondents said they use “Coffee” Cream 4 10 85 1 100 
thes ream of any kind very rarely As “Whipping” Cream 2 15 83 0 100 
nany persons were found to use skim Butter 28 7 55 9 100 
Cottage Cheese 15 30 55 . 100 
milk regularly as used chocolate milk Orangeade 1 4 88 7 100 
7 om r buttermilk. Cottage cheese ranked In addition to the products about which they were asked specifically, some respondents 
clas thied to milk and butter in percentage mentioned other products which they purchased through their _ regularly 
- ‘° 
My f regular users. Skim Milk 5 
ln Eggs 3 
<7 of | Homogenized milk was used regu “Reddi-wip” 2 
uly by 63% of the respondents as op Yogurt 1 
ir OF - ‘ 
4 posed to 34% who used the regular Sour Cream 
Ow - 
' milk. (Some used both regularly.) In *hees than 1% 
mis ( 
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| de 
nly uf 
milk 
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nt of 
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Respondents, when asked this ques 
tion, replied chiefly that their milk re 
quirements were small and/or irregu 
lar. Some made it clear they preferred 
at the store; they 


a large bill. 


to “pay as you go” 
could not run An equal 
number replied they were associated 
with a store in some way, as Owner o1 
employee, and it was more convenient 
to pick it up there; they did not say 
they vot it wholesale. but this was 
felt to be Others felt that 


milk left on the doorstep froze in the 


the case. 


winter and soured in the summer. Five 
per cent of those who bought at the 
store did so because it was nearby 
and an equal number said they could 
buy their preferred brand only at the 
they 


at the store because they 


store. A few also said bought 


could get 


— 


papel bottles. 


Investigation showed that more peo 
ple classified “low” bought at the store 
than “high,” but the 


percentage difference was too slight to 


those classified 
be conclusive. The factor of proximity, 


from a breakdown by area, appears 
to be operative, but not to anything 
like the extent of its importance with 


milk. 


sons advanced for 


regard to raw In general, rea 
buying milk, and 
for that matter all dairy products, at 
the store did not appear very strong 
and in most cases were not too firmly 


held. In 


the store 


many instances, buying at 


may have been simply a 
function of the tendency to follow the 
path of least resistance: contacting a 
dairy required a decisive act; buying 
milk at the store was a passive con 


comitant of shopping for groceries 
In such Cases the mere appearance ol 
a dairy representative may be enough 


to precipitate a moment of decision 


Reasons for Buying at the Store 


Respondents who bought their milk regu- 
larly at the store gave the following reasons 


7 





‘° 

No reason 36 
Small or irregular needs 26 
No milk bill 12 
Association with store 12 
On doorstep milk is exposed 7 
Store nearby 5 
Preferred brand not delivered 5 
No bottles 2 
105* 

*Adds to more than 100% since some 


respondents gave more than one reason. 


Delivery-Store by Socio-Economic Levels 


The following table shows the percentages 
of respondents in each socio-economic level 
who bought their milk regularly from the 
store as opposed to those who had their 
milk delivered by a dairy. 


68 


Low Average High 
% % % 
Milk delivered 68 66 68 
Milk from store 32 20 21 
100 86 89 


Container Preference 


Whether the 
milk at 


appeared to have tremendous influ- 


respondent bought 


the store or had it delivered 
ence regarding the type of container 
preferred. The majority of respond 
ents having their milk delivered pre 
ferred the glass bottle; the majority of 
respondents buying their milk at the 
store preferred the paper container. 
The exact figures: of those having milk 
delivered, 55% preferred glass, 26% 
preferred paper (though to some of 
these paper was unavailable); of those 
buying milk regularly at the store, 10% 
preferred glass and 71% preferred pa 
per; in each case 19% said they didn’t 
care. Because of the preponderance 
of respondents having milk delivered, 
the over-all figures give the glass bot 
tle a slight edge: of the total sample, 
13% preterred glass, 39% preferred pa- 
per, 18% had no preference. But it 
should be noted that a larger propor 
tion of those buying at the store pre 
than of 


those having milk delivered who pre 


ferred the paper containe1 


ferred the glass bottle. In Indiana. 


Pa. the paper container first made its 
appearance two and one-half years 
ago. Since then it has almost replaced 
glass in the stores, but it has been 
specifically discouraged by almost all 
Neverthe 


less the dealer who has not adopted 


dairies for retail delivery. 


the paper container to some extent, 
the figures show, would presumably 
lost, that 


vear period, 28% of his actual business 


have over two-and a-half 
and even more of his potential busi 
ness. If his wholesale volume was dis- 
proportionately high, the loss of busi 
ness could have been much more dis 


astrous than this. 


The 


ence it the glass paper issue seemed 


reasons for particular prefer 
almost to cancel each other out. Glass 
is more sanitary, said 1% of the pro 
ponents of glass. Paper is more sani 
tarv, said 9% of the proponents of pa- 
per. It was argued that the glass bot 
tle takes up too much room in the ice 
other 


claimed that the paper bottle takes up 


box: but, on the side, it was 
too much room in the garbage can. 
In general, preference seemed to be 


determined largely as a matter of con- 


venience rather than a oom r of 
health. Seventeen per cent those 
expressing preference fo1 pet 
stressed the convenience of t re 
turning bottles: 5% were, in ition 
influenced by the absence of botth 
washing. Glass was preferred chief) 
because respondents felt milk poured 
more easily from the bottle. In each 
case Concernn with convenience rial nit 


weighed concern with sanitati 


Container Preference 


The following table shows the percentages 
of respondents in the entire sample who 
preferred the glass bottle as opposed to 
the paper container and the percentage of 
respondents 1. having their milk delivered 
by a dairy, 2. buying their milk regularly 
from a store, and 3. using raw or canned 
milk to exclusion, who preferred the glass 
bottle as opposed to the paper container 


Milk 
Total Milk from 
Sample Delivered Store Other 
% % % % 
Preferred 
glass 43 55 10 37 
Preferred 
paper 39 26 71 50 
Don’t care 18 19 19 13 
100 100 100 100 


Reasons for Preferring Glass 


Respondents who preferred the glass bottle 
to the paper container gave the following 
reasons 


% 


Glass easier to pour 
Paper has taste 

Wax gets in milk 

Paper leaks 

Paper takes too much room in garbage 
Milk can be seen in glass 
Glass more sanitary 

Milk keeps better in glass 
Glass easier to handle 
Glass doesn’t upset 

No reason 


—~—a—_ woe ae ot OO 


@o 
yy 


105* 


Reasons for Preferring Paper 


Respondents who preferred the paper con- 
tainer to the glass bottle gave the following 


reasons: 
° 





‘e 
No returning paper 17 
Paper more sanitary 9 
Paper saves bottle washing 5 
Glass takes too much room in icebox 5 
Paper lighter 3 
Paper makes good kindling 3 
No breakage with paper 1 
Milk gets too cold in glass 1 
No reason 74 
118* 
*Adds to more than 100% since some 
respondents gave more than one reason 


e 
A second article on the Marion Cen 
ter Creamerv’s survey will appew 
the April issue of the American Milk 


Revieu 


American Milk Review 
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THERE IS ALWAYS A BETTER WAY 


Continued from Page 51 


vith price cut, to give expression to 
the emotions that the unilateral action 
id aroused. The pages of milk in- 
littered the 


lebris of price wars that have devel- 


lustrv history are with 
ped from just such a situation. Meet 
Teach the 
ums a lesson. They can’t do that and 


Fight. Cut. Slash. 


How often, how 


rice cut with price cut. 
get away with it. 
fear. Rip. Destroy. 
tragically has the story been repeated. 
Such was the temptation in Columbus. 
the 


however, not 


followed. 


Such. was course 


that Was 


the 


roblem over in their minds, two fun- 


As Columbus dealers turned 
lamental thoughts emerged. The first 


vas the strength of the dairy store 
hain’s position. A series of milk stores 
vith low distribution costs operated on 
cash and carry basis and with an 
ipparent willingness to trade out-of 
ocket milk cost dollars for increased 
store traffic could economically al 
ford to distribute milk at lower prices 


than could be done on retail Oo! whole- 


sale routes. It was extremely doubttul 
that the situation could be met on a 
price basis. Secondly Columbus deal 
ers concluded that the important job 
was not an emotional one but an eco 
nomic one, not to beat the competitor 


but to preserve the market structure 


Dealers felt that a half-gallon paper 
had 


alleviating this difficult problem. How 


container considerable 


merit in 
ever, they wanted to avoid any un 


necessary duplication in operations. 
“If a dual operation of paper and glass 
they 


“then certainly a quadruple operation 


is bad economics,” reasoned, 
of both paper and glass in quarts and 


half 


inefficiency.” 


gallons would be the height of 


To take a long-term vet flexible 
view, the new half gallon container 
was introduced only in paper but at 
home delivery as well as through 


stores. 


If half-gallon at 


met with public acceptance, it 


home deliv 
ery 
would save a half-gallon glass opera 
tion and would give valuable experi 
ence to see if the so-called “intangible 
savings’ of paper would materially 
offset the extra cost of 


itself. 


the containet 
If it failed, the situation would 


still be tlexible. 


fered at home delivery for 39c. Single 


This package was ol 


quarts In glass were offered at 2lc. 


The new package was put into op 
the 
half-gal 
for the 


the com 


eration by all dealers at San 
secured 


bottled 


meet 


time. Those who 
machines 


They 


petitive price but they gave the cus 


lon papel 


others. did not 


tomers an alternative, gave them 


SOME thing new. 


Situation Is Precarious 


The situation is precarious in Co 
lumbus as this is written. Small deal 
ers are badly hurt by the reduced 


prices and the problems involved in 
the half-gallon package. So far, how 
ever, the concept of “cooperative com 


petition” has stood up under the ham 


mer blow of a 9 cent price cut. I 
the line can be held, if the great con 
cept can stand the test, it will be a 
victory not alone for Columbus but 


establish beyond question the validity 
of the Columbus philosophy as a prac 


tical working relationship It will 


demonstrate that there is an alterna 


tive to ruinous price wars. It will 
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operation 
tank. No matter 
weigh tank 
L/W Vacu-matic. 


what 


ing vou years of profitable service. 
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show clearly the truth of the dictum Association, like his predecessors, has 


for which Columbus is famous, “There devoted his energies and abilities in 


is alwavs a better way.” the common good. But because he 

No single individual is responsible has given ringing expression to the 
for the development of the Columbus ideas that have been nurtured so care- 
Se Re ale ie ee eee en fully in Columbus, because he has 


group together in the face of its great talked and written and preached and 
lived on the basis of these ideas, there 
est challenge. It has been the product 


is one man who has, in the national 


of many minds and many able men 


mind, become symbolic of the glories 


the late R. B.S ( ; 

The late R. B toltz of Ohio State ind the trials, of the enlightenment 
University was a powerful force in and progressive thinking, of the power 
building the market. John Marlow and hope and energy that surrounds 


president of Model Dairy and present 
head of the Milk Dealers 


the Columbus market. 
Kline Hamilton 


His name is 17 
Columbus 
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Mr. Hamilton was born on Ohio 
dairy farm in 1904. He was brought 
up in the milk business and prove 
it he points to his first milk route 
which he rode 1910 when hx as six 
vears old. He began his business lif 
in a bank but quickly went back to 


the milk business. With nothing byt 


good health, ambition, energy and 
borrowed money, he organized the In 
dependent Milk Company in 1924 


From that initial enterprise there grey 
a number of business associations that 
Milk Prod- 


Vice presi 


culminated in Diamond 


He 


dent of that organization toda 


ucts, Ine. is executive 


Milk 


dependent dairy firm distributing milk 


Diamond Products is an in 


in the city of Columbus. It is not a 
large milk plant as milk plants go. On 
the other hand it is not what one com 
monly thinks of as a small plant. Mi 
dium size is probably the term that it 


best exemplifies. 


However, the size of Diamond Milk 


Products, Inc., is not particularly im 
portant any more than the size of 
ancient Athens or the United States 


What is im 


portant is the caliber of the ideas that 


in 1789 is important. 


these institutions have generated 


The Greeks in the Age of Pericles 
had a maxim that said, “Man never 
steps in the same river twice.” Chief 


Justice Oliver Wendell Holmes wrot 


“The running waters are full of life 
and health; only in stagnant waters 
is stagnation and death.” And Kline 


Hamilton said “. . . change is the evo 
lutionary process through which mat 


progresses. 


The Inquiring Mind 


core of 


rhe Mr. Hamilton’s phi 
losophy and the philosophy of the Co 


mind 


lumbus market is the inquiring 
“We get so used to seeing a thing It) 
a certain way, he has said, “that we 
take it for granted. It sometimes just 


doesn’t occur to us that it can be done 


otherwise. We get so close that ou 
point of view is bound to be narrow 
Of occasion, we should stand back 
get a broader view and with an in 


quiring mind ask ourselves three ques 


tions: ‘How did it get that way?’ ‘Wh 
should it be done that way now?’, and 
‘Isn't there a better wav?’ ” 

hat is why Mr. Hamilton and Co 


lumbus are important. “It is revolting 


to have no better reason for a rule of 


American Milk Review 
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law than it was laid down in the reign 
ff Henry IV,” wrote Justice Holmes. 
It is still more revolting if the grounds 
upon which it was laid down have 
-anished long since and the rule sim- 
ply persists through blind interpreta- 
tion of the past.” These are the senti- 
ments that Mr. Hamilton and his col- 
eagues have applied to the milk busi- 
ness. How did this practice come into 
being? Why must we do it this way 


now? Isn't there a better way? 


Getting and holding customers is a 
primary rule in the fluid milk business. 
Possibly no chapter of the industry 
storv is more fantastic than the lengths 
to which milk dealers will go to get 
new customers. Once gained, custom- 
rs are cultivated and sheltered with 
what amounts to a passion. Here is 
. doctrine, a rule of procedure, sanc 
tified in the ultimate expression of the 
successful sales manager, “Never lose 
1 customer.” 

The inquiring mind is not satisfied 
with this dictum merely because it is 
i dictum. Is it good policy never to 
lose a customer? Is it not possible that 
some customers are not worth getting 
in the first place and not worth keep- 
ing in the second? “When,” asks Mr. 
Hamilton, learn the 


value and productivity of losing cus- 


“will we great 


tomers? 


“We all know that if our bad debt 


1 

losses are too low, our credit terms 
may be too strict and we are likely 
passing up profitable volume. We 


know if our labor turnover is too low 
we may be keeping deadwood and 
passing up business and productive 
By the same token, if 


our ratio of quit customers is too low 


opportunities. 


ve are undoubtedly holding business 


it the expense of giving costly serv 
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ice.” That is the inquiring mind at 
work, asking, challenging, examining, 
seeking the better way. 

One begins to understand the rea 
market has 


led the industry in so many new ce 


son why the Columbus 
velopments. Because a practice is old, 
because it has served well for many 
vears does not remove it from the at 
tention of the inquiring mind. They 
looked at the problem of containers 
looked at the problem of returns, of 
bottle 


asked themselves, “Isn't there a better 


trippage, of exchanges and 


wav?” They concluded that there was 


and were one of the first markets to 
Thev looked 
at the problem of advertising and pro 
“Isn't there 


way?” and came up with 


use the universal bottle. 


moting milk. They asked 
a better 
a cooperative market-wide program 
They looked at the problem of com 
noted the futile 


wars, noted the extravagance of cut 


petition and price 
throat competitive practices and asked 


the question again. The answer was 

plain. The result was the progressive 

idea of “cooperative competition.” 
“Why. oh why.” Mr. Hamilton asks 


“will we introduce wasteful practices 
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that anvone can match and in retalia 
better? 


through, have we not just stupidly in 


tion go one When we get 


creased our costs, lowered our pro 


ductivity and maintained the same 


relative volume position? Can't we 


recognize that in the long run you 


can’t out-guess competition with 
wasteful practices; that you can cut 
your owl throat aS well as your com 


petitors with too sharp a pencil?” 


A Ceaseless Search 

Che search for the better way, the 
unceasing re-appraisal of individual 
business and industry-wide activity in 
evitably led Mr. Hamilton into” the 
field of trade associations. Between 
1930 and 1951 he held no less than 
25 different posts in local, state, and 
national trade associations and gov 
been 
president of the Columbus Milk Deal 
ers Association, president of the Ohio 
Milk presi 
dent of the Ohio Dairy Products Asso 
ciation, and, from 1949 to 1951, pres 
ident of the Milk Industry Foundation. 
e brought the 


same enthusiasm, the same verve and 


ernment committees. He has 


Distributors Association, 


lo these activities | 


energy that characterized his work in 
Columbus. To the wider spheres of 
state and national activities he brought 
the welcome freshness of the inquil 


ing mind. He also demonstrated that 


these associations are not the exclu- 


sive province of the industry's giants. 


No matter how one tries to assess 
Mr. Hamilton and his influence on the 
fluid milk industry, one always cem: 
back to that fundamental quality, the 
inquiring mind. To be sure tk re is 
the gracious and engaging personality, 
the stockv well-groomed figure. There 
is the proven business ability, and the 
executive talents that have found wide 
opportunity for their exercise. There is 
the lesser known courage that has en 
abled him to take the bitterest blow 
that life can deliver and still keep the 
bright There is his 


banners fly mid. 


sense of civic responsibility and his 
affinity for working with people. But 
these characteristics, splendid though 
thev are, do not, save possibly the 
matter of Courage, set him apart. No 
it is that willingness to look, that con 
stant search for the better way that 
takes Kline Hamilton out of the on 
dinary. “There is nothing so power- 
ful aS all idea whose time has come” 
is one of his favorite expressions. It 
is an expression that suits him well 
For if he is anything he is a man with 
ideas, aman receptive to ideas, ao man 


looking for ideas. 


The milk industry has need of men 
like Kline Hamilton. 


tower, no pleasant philosophical con 


His is no ivory 


from within 


templation istered 
walls. He is of the market place and 
the hard realities of the balance sheet 
His philosophy and the philosophy of 


John Marlow and Bob Stoltz and the 
other who built the C 


market is adequate testimony 


men lumbus 


f thei 
ticality 
that can see the forest as well as the 


practicality. But it is a pr 


trees. It is a practicality that sees be 
vond today into tomorrow and the day 
after tomorrow. It is an attitude that 
nd Chi 
cago, In Memphis and Salt Lake City 
in New York and Washington. It is. in 


essence, the philosophy of the moder 


could be used in ¢ leveland 


PrORFessiv¢ businessman whi recog 
nizes that society is a great fluid asso 
beings 


ciation of human 


constantly 
changing, constantly growing. Condi 
tions, needs, interests, concepts chang: 
and as they change the face of ow 


CCOHOMIC svstem changes. Perhaps 
Kline Hamilton himself expressed it 
best when he said, “The objective ap 
proach recognizes that we will prospet 
in the long run only as our industry 
while 


prospers It recognizes that 


competitive free enterprise is th 
foundation of our society, a most vital 
key to keep it free and keep us on 
the road to continued progresss is 


sound, fair, and effective competitive 


cooperation f 





On the Firing Line 








A familiar sight to residents of a small Maine town passes from 


the scene. 
business 
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George Priest and Jerry are retiring from the milk 


Most of 


room. 


ing out in 


tuous vears of 


Mr. Priest will retire to Mi 


the life of Jerry 


space ordinarily devoted to Firing Line, 


vear Mr. Priest figured he’d been 


Retiring with Mr. 


FORTY-FIVE YEARS ON THE ROUTE 


An unexpected space problem forced us to reduce the 


but we've got some 


the talk this month is about old-timers 
one of whom is retiring, but the other is still] picking them 
up and laving them down 

George E. Priest, North Vassalboro 
livering his own milk on his own route for 45 vears 
1908 with 


served two generations of consumers through the 


Maine has bec 1 ce 
Start 
a can and dipper, Mr. Priest has 
tumul 
first half of the 20th century. This 


at it long enough. He 


sold out to another local dairy. 


Priest will be Jerrv, a venerabl 


horse of some 19 winters. Jerrv has hauled the familia 
milk wagon through North Vassalboro streets until he 
knew the route as well as the “boss.” Both Jerry and 


the one to live 
the other to 


Priests farm 


a good Maine pasture 


continue running the farm and milking the cows 
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stered 
Pe MEET WALLACE JONES 
sneet 
phy of ago in the days when a milk can There is no substitute for mak 
nd the and a dipper, a horse and a wagon ing the call when it comes to sell 
umbus were the principal tools in the busi ing, Wally says. 

f thei ness of distributing milk. During Mr. Jones owns his own home 
ticality the turbulent years that have in the magnificent valley of the 
is the elapsed, Mr. Jones has seen the Salt Lake. His spare time is pretty 
es by fluid milk business change from a well taken up with keeping the 
he day crude, inefficient method of distri place in good shape. When vaca 
le that bution into one of the most highly tion time rolls around, though, he 
d Chi organized and carefully conducted und hia wife tour the West. 

City industries in the world. Wallace Jones has been out on 
Us, in Mr. Jones is running a wholesale the firing line longer than most 
1oden route at the present time, although He has seen an industry grow to 
recog during his long career at Clover dult stature. He has seen a city 
| asso WALLACE JONES leaf he has operated about all the grow and a business grow and he 
stanth , tvpes and variations of route ar has kept pace with both. He can 
Condi Cloverleaf Dairy in Salt Lake rangements the mind of man has look back on those years with the 
hange City is proud of Wallace Jones and conceived. He says that he likes pride of one who has done his job 
of om Wallace Jones is proud of Clover the wholesale business better than well. 
erhaps leaf Dairy. For forty-four years the retail. Retiemeat? ir. tenes teen’ 
sed it two have worked together to thei He looks back without regret on thought too much about it vet. To 
ve ap mutual advantage. It is an excel the days when the retail rout hear him talk, vou get the impres 
rospel lent example of the sound benefits started out at one o'clock in the sion that he is really just getting 
dustry that result when 95 good man and morning. He thinks back on those started Besides he’s got “the 
whik \ good organization join forces. early days and wonders how they healthiest kind of a job I know” 
s th “Wally” Jones started out with evel got the milk out during the ind who wants to leave that kind 
t vital Cloverleaf nearly half a century winter. of work? 
us on 
sss is 
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the CALE for | 


| REFRIGERATION 








Whenever milk is under refrigeration, United Cases save money. 
Open wire construction permits rapid cooling with better tem- 
perature control. For dairies turning to refrigeration from plant 
to consumer, impressive savings can be made. 


COOLING TIME CUT 


Savings begin in the cooling room where 10% to 20% can be 
cut from cooling time. Milk held over night in open wire 
cases averages 2°to 6°cooler by morning as compared to solid 
sided cases. Why spend up to !4, of your time cooling the case 
instead of the milk. 


TRUCK REFRIGERATION 


Carry these savings to your refrigerated trucks. The milk and 
case start out cooler and reduce the load on your truck system. 
United Cases are delivering milk at the required temperature in 
refrigerated trucks as far as 200 miles from the bottling point. 
These companies capitalize on refrigerated delivery by using the 
case that’s built for the job. 


GET THESE ADVANTAGES 


Lower refrigeration costs, low initial case cost, fewer replace- 
© per year), better sanitation. 


ments (as low as 10% 
, UNITED STEEL AND WIRE CO. 


137 FONDA AVE., BATTLE CREEK, MICH. 
Branch Plant: Wilkes-Barre, Pa. 
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COMING EVENTS 


American Dairy Association of Wisconsin — Annual! \eet 


ne, \larch 17 18 at Loraine Hotel, Madison | 
Dairy Manufacturers Conference—Conference and lging 

Clinic, March 18-19 at the Memorial Student Center 

Texas A & M College Contact Dr 4. \ Moore Dair 


Department, College Station ' 
Pacific Dairy and Poultry Association 29th Annual Co 
l <position, March 19-21 at the Olymp 


vention and | Z 
Hotel. Se; Wash. Contact the A 


ittie, \ssociatior t 1304 
East 7th St., Los Angeles 21 
Dairy Products Improvement Institute, Inc.—Annual Meet 


ing, March 20 at Hotel Commodore, New Yo City 
Point-of-Purchase Advertising Institute 
March 31-April 2 at Palmer 


ideas for interior 


\nnual Sympo 
House, ( icago 


displays, 


sium, 
New 


and tloor 


window and 
dispe nsers, et¢ 


American Dry Milk Institute—Annual Meeting, 
at Edgewater Beach Hotcl, Chicas 


ith 2 
Apri ?] ) 


American Warehousemen’s Association 62nd Conventior 


May 17-21 at the Shoreham Hotel, Washingtor 

National Materials Handling Exposition May 18-22 at 
Convention Hall, Philadelphia 

Thirteenth International Dairy Congress June 22-26 at 
The Hague, Netherlands. G. H. Hibma, General Se¢ 
retary, The llague, Netherlands 

National Automatic Merchandising Association Annual 


Convention, August 23-26 at the Conrad Hilton Hotel 


Chicago 


New Jersey Milk Industry Asscciation, Inc. Annual Cor 
vention, October 15-16 at Hotel Rerkelev-Carteret 
\sbury Park 


National Milk Producers Federation —\nnual Conventior 
November 8-12 at Hotel Lloustor l« 


\ Rice 


SHORT COURSES 


Milk Industry Foundation 1625 Eye St., N. \W sl 
ington 6, D. C. 
Sales Training Institute March 2-13; April 6-17; Ma 
4-15: September 14-25; October 5-16; Noven )-21) 


November 20-December 11 


Cornell University— Contact Prof. Leigh H. Hardet ( 
erts Hall, Ithaca 
Dairy Industry Course l-year course beginning t 
week of September. Includes elementary dairy dus 
try, dairy plant equipment, bacteriology, milk prod 
tion and processing, marketing and business manage 
ment, et Registration loses June Ist 

University of Florida— Contact J. Arthur Lewis, Food T« 
nology Dept., ¢ oral Gables 
Dairy Processing Course Fall starting date inde 

University of Illinois—Contact R. K. Newton, Superintend 


niversity Extensior 


ent of Conference Division of | 
71314 So. Wright St., Champaign 
Soft Cheese \larch 3-4. Cottage cheese judging 
Practical problems relatin to starters, antibiotics 
urds, et 
Milk Packaging \pril 7-8 \lanutacture and storas 
paper containers, deliveries, developments in paper at 
glass containers, filling machine operations, eft 
light on milk flavor 

Ohio State University § Contact Dean of the Colleg 
\griculture 
Milk Sanitarians Course larch 16-20. Law enf 
ment policies and practices; inspection techniques 
of laboratory and tield methods of determining 


] 


and related subjects 


Contact J Frank Wilki 
Director of Short 108 Agricultural Hall 
Dairy Field Work— March 30-April 11. Quality contro 
of milk supplies; review of ordinances and codes. Spe 
cial emphasis on lent dairy 
and plant 


quality; 


University of Wisconsin 
Courses, 


maintenance of eft 


Sanitation programs 
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HOOSIERS ELECT HOTTENSTEIN TO HEAD 
INDIANA ASSOCIATION 


A parade of 22 speakers and panel discussion leaders 


parked the 
Products Association held in Indianapolis, February 2-4. 
Purdue Lafavette 
itlined the possible alternatives in the future pricing of 
milk. 


ilk tat, coupled with increasing use of other non-dairy 


35th Annual Convention of the Indiana Dairy 


Dr. Charles French, University, 


eoducel Changes in the value of milk solids and 
yeredients, loom as the biggest factors in what and how 


much is to be paid milk producers for an adequate milk 





supply in the future. 
it the Milk Distributors meeting was headed up by C. W 


An audience participation session 


South 
breaker, 


tific interest shown in all phases of packaging and dis 


Bend. At 
with ter 


Hunt, Indianapolis, and Frank Palmer, 


tendance at the session was a record 


tribution. 


At the Annual Business session Carl Hottenstein 
\merican Dairy Company, Evansville, was elected Asso 
C. Scharf, Purity 
Albany; H. T. Perry, Ban 
quet Ice Cream and Milk Company; C. Floyd Byers, 


Goshen Milk Condensing Company, Goshen; and Prof. H. 


ciation President for the coming vear. I. 
Maid Products Company, New 


W. Gregory, Purdue Dairy Department, Lafayette, were 
elected to the Advisory Board. E. T. Eskilson, Dixie Dairy 
Company, Gary, was selected to head the Milk Distribu 
S. Selector, Eskay 
t Fort Wayne, acting as 


tors Division, with I. Dairy Company 


Secretary. 


The two representatives on the Board of Directors 
tor the Quality Charles 
Weissert, Brothers, Scott 
Milligan, Wayne Dairy Richmond, 
William Milholland, Highland Creamery Company, Terre 
Divi 
sion Beatrice Foods Company, Vincennes, represent the 
Butter Directors for the Ice 
Huffman. Johnson Creamery 
Bloomington, and A. C. Wooten, Borden’s 
Cream Company, Indianapolis. Omer Montgomery, The 
Kroger Marion William. Kraft 
Foods Company, were elected to represent the Milk Prod 
ucts Division, and G. L. McFarland, Jr., Golden Guernse, 


Farms, Indianapolis, was chosen Treasurer for the Associa 


include 
Plymouth, 


Products Company, 


Improvement Division, 


Schlosset Inc., and 


Haute, and Sebastian L. Risch, Tip Top Creamery 


Division. 


Cream Division 


nclude Vernon Company, 


Furnas Ice 
Jamison, 


Company, and 


tion. Dick Larson continues as Executive Secretary 
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ROL-O-FLO COOLER 


Capacity on raw milk up 
to 45,000 Ibs 


for fast... is 
aerated cooling 


per hour. 


to low temperatures 


rely on nO |-O- P| © 


Let your product roll down the “leaves” of this 
Cherry-Burrell Rol-O-Flo Cooler ... and you can 
rely on rapid cooling to low temperatures. Sur- 
face aeration removes many volatile flavors 
and odors. 


Here’s WHY 
You Get Uniform 
Distribution 


Product in trough flows through 
distributor holes, showers down 
on the flat top of a specially de 
signed distributor bar that 
spreads it evenly down both 
sides of cooling “leaves” in a 
uniform, thin film. 





Other Outstanding Rol-O-Flo Features 


High Capacity Cooling Surfaces —Tubes on “leaves” 
handle large volume of refrigerant with minimum pressure 
drop. Cooler “leaves” can be added to increase capacity. 
Three cabinet sizes to accommodate 5, 7 or 11 leaves. Oil 
purge valve on each leaf of direct expansion units 


Sanitary—tEasy to Clean -— Stainless steel product sur 
faces. Cabinet encloses “leaves” to protect product against 
dust, moisture, plant odors. “Leaves” swing out for easy 
cleaning. 


Takes Minimum Floor Space Neat, compact, easy to 
clean underneath. Addition of “leaves” 
overall cooler size 


does not increase 


Ask your Cherry-Burrell about 
Rol-O-Flo's greater cooling efficiency. Or write 


direct to your Branch or Associate Distributor. 


Representative 


CHERRY-BURRELL CORPORATION 





427 W. Randolph Street, Chicago 6, Ill 


Equipment and Supplies for Industrial and Food Processing 


FACTORIES, WAREHOUSES, BRANCHES, OFFICES 
OR DISTRIBUTORS AT YOUR SERVICE IN 56 CITIES 


rs 








gp Ai Sensationally Easy Way BENSON’S POLICIES GET NEW ENGLAND 
a = Your Milk Cans SUPPORT 







Support for the policies of Ezra Taft Ben Us i 
The New a. Secretary of Agriculture, was announced = { llowing wn i 
Milk Can Scrubber a resolution passed by the Board of Directors of Unit, ups 
Farmers of New England. According to Hi rd \W York 
REMOVE WiKSTONE ‘ “_ Selby, general manager of New England's largest dai 
inst TLY: marketing cooperative, a letter was directed to the Seer 
ee tarv on behalf of the cooperative s 1800 northern N¢ sexily 
England dairvmen. uling 
MONEY-SAVER FOR DAIRIES ° | ) = 
The dairvmen said they had no fear in the lows they 
The Amazing ing of prices, only in the relationship which prices wi throu 
hold to other necessities and factors in our economic if been 
aster SCRUBS YOUR “We have a very poor outlook economically as things ar how 
now set, the letter stated, and we would ask for any co; | 
MILK CANS sideration which might tend to lower prices more gradu 1952 


FASTER! CHEAPER! BETTER!  °"" howe 










“We are in full accord with vour aim to. establis! whic! 
In actual dairy or dairy farm operation completely economic stability and for the establishment of a full par ‘ppr 
scrubs milk cans in ONLY 30 SECONDS! Easy to use.. itv of income for American farmers. We disapprove th the 
Removes all dirt and residue—even milkstone. Ends extent to which government interference has entered int thei 
handscrubbing toil and expense. Full details are yours the direction of our business affairs and would wek "64 
for the asking. Send today for your FREE copy of the the opportunity of moving forward on our own power. We Rein 
new SKRUBMASTER Booklet. concur in your thought that price supports should be fin ects 
e Distributors and Dealers Wanted. Write Us e nished only as an insurance against disaster.” 
erati 
NELSON-DYKES co. * nons 
Republic Bank Bldg. duce 
P.O.BOX 1185 DALLAS, TEXAS MILK SOLIDS TEST BACKED BY ADA FUNDS Milk 
Experiments in the practical application of a new! Lib 
THE developed method of testing the solids-not-fat content of Libs 
milk began at the University of Maryland, College Park - 
NS E Ww Marviland on March 1, under an initial $5,000 researc! yee 
grant by the American Dairy Association rt 
KENDALL Lester J. Will, general manager of the Associatior 
said that the experiments will attempt to “prove out” tl 
Lactometer test for measuring milk solids developed last . 
vear by U. S. Department of Agriculture scientists 
The research program is) supervised by Dr. W 
S. Arbuckle of the Dairy Industry Department at th Pac 
Universitv, and Dr. George E. Holm, head of dairy prod _ 
ucts research for the agriculture department “a 
‘If it is found that this test can be applied to tl Cor 
different grades of milk and in the widely diversifie: tior 


be E T U bq NE i Ny E climatic areas of this country, the Lactometer test coul by 
be used in combination or in place of the Bab 


pres¢ nt 
cock test in determining the price of whole milk to the wal 
{ 
* A Ag WA s rt rm farmers,” Will said. in| 
F E AT U R | N GS A 150° Will said that orders have been placed with a sciet He 
p A tific equipment company to make several testing instru St., 
D U M 1 N G R R a N G E M E N T ments unde the suggested Depart nt of Agric ultur list 
Y THESE FEATURES specifications. He explained that the instruments it ip rel 
% Partition separates cleaning from sterilizing stations pearance will resemble the hydrometers used to test bat rac 
% Saves costly space. , 
% Provides maximum visual inspection for incoming AND tery solutions. ph 
outgoing cans. 
% Eliminates necessity for separate reject conveyor. The American Dairy Association also has made - 
% Completely accessible for cleaning and adjusting. 
*% All controls within easy reach. research grant recently to the American Dry Milk Insti 
tute for continuation of experiments on another metho Na 


KENDALL-LAMAR CORP. of testing milk solid content using a drving and_ heat _ 


technique. Dr. B. W. Fairbanks, executive director of the tor 


POTSDAM, NEW YORK institute, is supervising these tests by 
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PAYMENTS FROM NEW YORK POOL 
RESUMED FOR NINE COOPS 


Nine dairy cooperative associations have been requali 
fed to receive payments from the New York milk pool's 
nroducer-settlement fund, it was announced in February 
a Dr. C. J. Blanford, Market Administrator of the New 
York Metropolitan Milk Marketing Area. 

Dr. Blanford suspended payments to the associations 
for varving reasons in June and July, 1952, and under 
rulings issued February 18 by Thomas J. Flavin, Judicial 
Officer for the United States Department of Agriculture 
thev lost. their payments from the time of suspension 
through December 31, 1952. Payments which would hav« 
been made to them have been held in reserve and will 
now be returned to the producer-settlement fund. 

Each of the nine associations applied on October 15 
1952, for hearings on the suspensions. On February 9, 
however, they filed applications for requalification in 
which they stated that prior to January | they had taken 
ippropriate action to remove the reasons o1 grounds for 
the Administrator's suspension. In addition they waived 
their rights to a hearing and relinquished any claims to 
suspended payments for all periods prior to January 1 
Reinstatement and requalification of the nine became ef 
fective January 1, the Judicial Officer said 

The cooperatives are: Burke Milk Producers Coop 
erative, Inc., Burke, N. Y.; Cooperative Dairymen of Can 
nonsville, New York, Inc., Kelsey, N. Y.; Keuka Milk Pro 
ducers Cooperative, Inc., Prattsburg, N. Y.; Otselic Valley 
Milk Producers Cooperative Assn., Inc., Cincinnatus, N. Y.; 
Liberty Valley Cooperative Milk Producers Association 
Liberty, Pa.; Roseville Cooperative Milk Producers Asso 
ciation, Inc., Millerton, Pa.; Towanda Valley Co-operative 
Creamery Association, Canton, Pa.; West Burlington Co 
operative Milk Producers, Troy, Pa.; Adams Producers 
Cooperative, Inc., Star Route, Adams, N. ¥ 


JONES TO HEAD DAIRY MONTH PUBLIC 
RELATIONS 


Fred G. Jones, Advertising Manager, The Creamer 
Package Mfg. Company, Chicago, has accepted appoint 
ment as Chairman of the National Public Relations Com 
mittee for June DAIRY MONTH, it has been announced 
by Carl A. Wood, Chairman of the JDM National Sponsor 
Committee. The public relations committee conducts na 
tional publicity and produces publicity materials for us¢ 
by local JDM committees. 


The 1953 June Dairy Month Information Man 
ual is available through State Chairmen. These chairmen 
in turn, place orders from their states with JDM National 
Headquarters—the National Dairy Council, 111 No. Canal 
St., Chicago 6, Illinois. The Manual contains complet 
listings of ideas on how to celebrate June DAIRY MONTH 
releases and copy for newspaper, radio and TV publicity 
radio spot announcements speaker suggestions, mats and 
photos of the official 1953 JDM Campaign poster, and 
sO on 

Fred G. Jones is Director of Publicity for the 
National Association of Dairy Equipment Manufacturers 
and a member of the Attendance Promotion Committe: 
tor the Dairy Industries Exposition sponsored bi-annually 
by the Dairv Industries Supply Association 
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FOR THE MAN WHO WANTS 


NEW IDEAS 


TO CONTROL COSTS! 





--- LOOK TO TOLEDO 


Whatever your problems in milk receiving and other 
dairy weighing operations... there’s a modern Toledo 
to do the job with high accuracy, speed and dependa- 
bility. Have you checked your scale needs? Get latest 
information in this widely used reference on Toledos 
that help you guard costs... speed production. Look 
into the advantages of Printweigh in stopping losses 
that originate through human errors. Send coupon for 
new edition—"‘Toledo, Headquarters for Scales.” 


SEND FOR THIS! 


Toledo Scale Co., Toledo 1, Ohio 


edition on modern ways to weigh with 


! 
| Please send without obligation your new 
| Toledos 


Name 


Compan 


q 
TOLEDO. 
HEADQUARTERS FOR SCALES 
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The Swing ls To Bulk Milk Cooling 





and 
FIRST 
> CHOICE 








The Bulk Cooler 
thats 10 
Years Ahead ! 


Milk is cooled rap- 
idly to below 40 
assuring a low 
bacteria count and 
better milk. Milk 
cans, and the re- 
sulting spillage, 
stickage and haul- 
age losses are 
eliminated. 


AND CAN 
HANDLING 


Units are ready 
to plug in — noth- 


MODEL ing else to buy. 


DKS-100 




























— 7 


Write Dept. C-3 for Complete Information 


DAIRY EQUIPMENT COMPANY 


1444 EAST WASHINGTON AVENUE ©® MADISON, WISCONSIN 


Ly 





THE COTTAGE CHEESE COAGULATOR 


for better flavor and uniform output 


CO-AG-O is the result of intensive 
research in the practical field of 
cheese making, combining in its 
functions those essential qualities 
by which superior cottage cheese 
is produced. 


CO-AG-O is used by leading dairies 
to assure fine flavor and uniformity 
Send 
for descriptive circular and prices. 


in texture and consistency. 





CHANDLER LABORATORIES "¢ 


EIGHTH STREET AND CHELTEN AVENUE 


PHILADELPHIA 26 e© PENNSYLVANIA 
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FALL PREMIUM MILK PRICING PLANS STUDIED 


The plan of milk pricing under which a premium js 
paid producers for milk produced in fall months has been 
found successful in 11 markets studied by the Farm Credit 
the U. S. Agric 
under Agricultural Marketing 


Administration of Department of 
The the 


Act of 1946. Under the fall premium pricing plan, dairy 


iture 


study was made 


farmers are encouraged to produce milk in more uniform 


quantities throughout the year. 


However, the report emphasizes that effectiveness of 
this plan depends largely on its design—whether it fits th 
conditions of the particular market, what seasonal price 
pattern is necessary to stabilize production, and how much 
the users must rely upon the plan and other parts of th 


price structure to secure the desired price pattern 


A copy of “Fall Premium Milk Pricing Plans” (Cir 
cular C-147) 
ministration, U. S 
ton Zo, Ee ©. 


obtained from the Farm Credit Ad 
\W ishing 


May be 


Department of Agriculture 


FOUR DAIRY COMPANIES RECEIVE 
MANAGEMENT AWARD 


Four companies in the dairy industry have been 


awarded Certificates of Management Excellence for the 
vear 1952 by the American Institute of Management, 
New York: Beatrice Foods Co., and Swift & Co., both of 
Chicago, and The Borden Co... and National Dairy Prod 


both of This is 


which 


New York. the third 
Beatrice and National 
A.I.M. award, and the second for 


ucts, consecutive 


vear in Foods Dairy re 
ceived the 


Swift. 


Borden and 


The number of companies receiving this recognition 
is growing every vear, Mr. Martindell observed, pointing 
out that 228 were deemed “excellently managed” by the 
1950, and 298 for 1951 
a company must be given 7,500 points out of a possibl 
10.000. 


Institute for In order to qualify 


These credits are assigned for excellence in ten 


separate areas of management economic function 


health of 


stockholders, research and development, directorate analy 


COI 


porate structure, earnings growth, fairness to 


sis, fiscal policies, production efficiency, sales vigor and 


executive evaluation 


NEW COMMANDANT APPOINTED TO HEAD 
QM FOOD AND CONTAINER INSTITUTE 

Newls the 

master Food and Container Institute for the Armed Forces 


Col. George F. McAnenvy officially 


his duties on January 26, 1953. 


appointed as commandant of Quarter 


assumed 


Chicago, Lt. 


Since 1952, he has been administrative off 
cer of the QM Institute in charge of expediting the work 
the Institute both internally 


with the Research and Development Division 


August 


and through coordination 
OQMG 


As commandant of the QM Food and Container Insti 


guid 


tute, Col. McAneny will have direct responsibility for 
Ing the progress ot the food and container research ind 


development programs of the Quartermaster Corps 
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JAMES L. KRAFT DIES IN CHICAGO 


James L. Kraft, 78, Founder and Chairman Emeritus 
of the Board of the Kraft Foods Company, died Monday, 
February 16 in Chicago. Funeral services were held in 
the North Shore Baptist Church in Chicago. 


\ir. Kraft was known throughout the world as a 
pionee! leader of the cheese industry. His development 
of the basic methods for making process cheese is largely 
credited with revolutionizing cheesemaking as an industry 
in the United States, and further dairy production and 
cheesemaking in every geographical section of the United 


States 





The Kraft Company today manufactures more than 


t hundred different cheese items, imports many more 
and is a very large manufacturer of salad products, mai 
garine, confections, and dehydrated milk products. Kraft 
dairy research, begun by Mr. Kraft in early days of the 
company history, is today among the most extensive of 


ll industrial research programs 


\ self-made man whose formal education was early 
ut short in his native Canada, Mr. Kraft holds honorary 
doctorates from Baylor University, the University of Red 
lands, Huntington College, and Linfield College. Thess 
degrees, and citations from the Russell Colgate Foun 
dation, The World Mission Crusade, and the national 4-H 
Clubs of America, were awarded to him for various aspects 
of his intensive life-time work on behalf of religious edu 
cation and furthering the careers of young people in 


America 


e 
BORDEN QUITS FROZEN FOOD BUSINESS 


Decision to discontinue all activities as a brand packer 
ind distributor of frozen foods has been announced by 
The Borden Company. This includes liquidation of two 
Borden Divisions: Borden's Frozen Foods Company, the 
packer of Borden’s Brand frozen foods, and M. Augen 
blick & Bros., the principal distributor of the brand, both 
with headquarters in Newark, N. J 


\s part of its liquidation, M. Augenblick & Bro. will 
shortly assign to other interests its exclusive rights of “19” 
Brand in the New Jersey, New York City and Long Island 


ime@a 
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but “blue” in milk 





is something else again. 
Losses from blue milk are seri- 





ous to creameries and dairies 





but can be avoided without 





danger of “freezing on” by 

















using DOLE Ice-Cels to provide 
chilled sweet water for cooling 
raw and homogenized milk and rN 

in bottling and storage. rd 


DOLE Ice-Cels require 86% 


less space than brine tanks; 





maintain milk below 40 F., 
achieve high cooling rate with 
smaller compressors; and cut 
power demand and operating 
costs. For more information 


ask for Catalog B-9 


DOLE REFRIGERATING Co. 
5910 N. PULASKI RD., CHICAGO 30, ILL. 


103 PARK AVENUE, NEW YORK 17 


p 
REFRIGERATION 44 Elgin Street, Brantford, Canada 
PURPOSES 






In Canada: Dole Refrigerating Products Limited, 
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Trimount 


MILK 
TANK 
GAUGES 


ACCURACY—Has two easy-to-read angle scales: 
one in pounds, the other in gallons. 


DEPENDABILITY — Sturdy construction — Heavy 
wall Pyrex glass tube, fully enclosed. 

SANITARY—Stainless 
steel fittings. 


TRIMOUNT has successfully applied their knowl- 
edge of industrial, boiler room gauges to the 
dairy industry. 





steel unit with stainless 


Write for bulletin 71 


TRIMOUNT INSTRUMENT CO. 


3119 West Lake Street Chicago 12, Ill. 


TOELTING 


DAIRY EQUIPMENT, 


STOELTING 
SANITARY 
PIPE WASHER 


Save $50 to $100 


All the best features of economy prices. Will save hours of cleaning time 
in your plant. Tank is made of 14 gauge heavy galvanized steel of all 
welded construction, and is available in sizes of from 6’ to 12’ long, 1142’ 
deep, and 1112" wide. Equipped with a 4 h.p. motor with covered drive 
mechanism. Centrifugal water pressure pump forces the cleaning solution 
through the pipes and, in combination with the brush, effectively removes 
all residue, fats and milkstone, leaving a clean bacteria-free surface. A 
wood roiler pipe rest protects the sanitary pipes from damage. Wide back 
apron. Designed for proper working height. Equipment can be purchased 
complete, or the tank only, or washing drive mechanism only for mounting 
on your own tank or table 


OTHER POPULAR STOELTING EQUIPMENT 
Flavorite’ Pasteurizer, made in from 20 to 500 gallons in standard and 
deluxe models; stainless steel Intake and Weighing Equipment; New Stoelting 
Continuous Treatment Canwasher. Write us about your needs and let us 
prove that you'll be ahead by buying ‘Stoelting’ equipment 


STOELTING BROTHERS CO. 


Manufacturing Engineers for the Dairy Industries 
KIEL -:- WISCONSIN 






















New 
Streamlined 
Design 
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DEW NAMED MANAGER OF FAIRMONT’S 
DETROIT PLANT 
Paul R. Dew, former manager of the Fairmont 
Moorhead, Minn., has 
Detroit plant. 


| oods 


Company plant at been imed 


manager of the companys 


He repla es J 
P. Daly, recenth 


promoted to national 
accounts manage 
for Fairmont 

Mr. Dew began 


his career with Fai 
mont 16 years ago 
as a helper in the ice 
cream and milk d 
partment at the Co 





lumbus plant. In 
1940 he became as- 


sistant foreman and 


( 


fi wa 
when he became manager at Bad 


foreman. He was 
; foreman in the De 
troit plant until 1944 
Axe, Mich. 


He was production manager at Cleveland before moy 
ing to Moorhead in September, 1951 


as assistant manage 


at Moorhead last October 


* 
SHORT TIMERS FROM THE EDITOR 


Continued from Page 15 


He was made manager 


however 


Such 


means that 


distributors of dairy products. activity, 


will cost money which wider margins are 


necessary. The quality in dairy products already achieved 


must be maintained and improved. 


The price support programs and pricing arrangs 


ments in effect at the present time must be reconsidered 
with the intent to eradicate those unrealistic levels which 
prevail. There is no escaping the fact that a major com 
petitive factor is the matter of price. There is no easy 
solution to this phase of the problem particularly in a 
industry. Howevet 


industry as complicated as the dairy 


it is there, and it must be met. 


Finally, the industry must consider competitive rela 
i half 


warfare be 


tionships within its own family. The spectacle of 
dozen major markets disrupted by economic 
tween dealers is not good. The specti le of one segment 
of the industry displaying no interest in the fate of another 
segment of the industry is not good. Only through a rea 
view of 


sonable and enlightened business relationships 


between members of the dairy industry as well as. the 
relationship of the industry to society can the full poten 


tial of the strength that we possess be realized. 


The time 


But it must be 


attack 
an intelligent attack, well planned, well 


is not for despair the time is for 
coordinated. It must be an attack in which the interest 
of the 


interests of the industry. But it is 


individual will occasionally be secondary to_ the 
an undertaking that 
will appeal to greatness; that will offer the flaming pros 
pect of new horizons, new ideas, new methods, new action 


in place of trustrating efforts to preserve the status quo 


American Milk Review 
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—. K. SLATER HONORED BY NATIONAL 
DAIRY COUNCIL 


Edw kK. Slater, veteran editor of the Olsen Pub- 
ching Company, was honored by the National Dairy 
Council its winter meeting in Columbus, Ohio late in 
nuarv. Lhe Council's appreciation for a life-time of 

rk in the dairy industry was expressed in the following 
ole 

Honor | kK. Slater 

Whe through his foresight and = interest, played a 

minent role in the founding of the National Dairy 
Council and the establishment of the Dairy Council of 


\Lilw wuikee 


Who 
editorial writer 


through his responsibilities as dairy news 


nalvst, and editor, raised dairy industry 


umalism to higher levels of attainment and championed 


wrams for continued improvement and expansion of 


dairy foods industry. 


the 


Council records 


these and significant contributions, 


For other 


Board of Directors of the National Dairy 


this manne deep appreciation for his untiring and 
duable services to the Dairy Council organization and 
the Dairv Industry 
NATIONAL DAIRY COUNCIL 
2 


ALABAMA DPA INAUGURATES NEW AWARD 
AT ANNUAL MEETING 


The Vernon J. Troutman award will be pres¢ nted to 
the member who has done the outstanding job in con 
sumer, producer, employee and industry relations during 


e preceding year. The members to receive the first award 
re Byron Morris, S. M. (Dick) and E. L. Widemire. 
rhey were most instrumental in setting up the framework 
t the the 


Constitution, in their capacity as members of the Steering 


Reese, 


Association program, as well as the revision of 


Committee 


Warren Josephson of Southern Dairies, Birmingham 
d John Parrish, 
Co-Chairmen of June 


for 1953 


will serve as 
State of Ala 


Auburn 
Month for the 


Extension Service, 
Dairy 


mh 


New Officers Elected 


Elected to head the 
Barfield Manager ol 


erved as secretary-treasuretr 


1953 is R. Walkes 
Montgomery, 


Assoc iation for 
Dairies who 


the 


Foremost 


for past year 


Milk Company, 
The 
serve, 1S as 


Stoner, 


Barber Pure 
Secretary 


Don Birming 
Board ot 


fc lc IWS 


Rogers, 
elected 
Directors the 
For 2 Veal periods 
Morrison 
»S hilleci, 


im Was Treasure) 


term each is to 
Milk 


Division 


and 
Lem 

Paschal 
Douglas. 


Division, James E. 
Robert G. 


Products Division, F. L. 


Ice Cream Brown, 


Concentrated 


For l-vear periods: Milk Division, E. L. Turner, Jr. and 
E. J. Huffman; Ice Cream Division, R. Walker Barfield 
Donald Porch; Concentrated Products Division, Henry 


Howle 
residents of their respective Divisions: E. L. 
Donald Porch, Henry Howle. J. W 
member of the Board of 


ist-president 


The following named persons were elected vice 
Turner, Jr.. 
Parkman, Jr. is a 
Directors by 


virtue of being 


March, 1953 








CATTARAUGUS 


Ufome of lac Me Giant Kile! 


EY hp MDI a/R G a Ns: ANS 





ated of the Coomtited fey York : =iilige ; ¥ . 
ills among which ITY Line S —_ 
equipment ts produced. on re conscien- o> af e& ay ahd 


tious American workmen still build i ca PIS Gr ys 


“quality clear through.” 


és Bacillus 





putrid 
The Mono-Unit in milk—an wun- 
weighing position. A pleasant custom- 
simple shift of hand - eee RITY 


xferminates it. 
lever to the left dumps . — 


contents, which are im 
mediately handled by 
high-speed motor driven 
pump. 









A urns Fy GIANT 





— ieee a | ee 

Ww... a it “The Mono- 

iS. single hand d 
it does the wi ay of both weivl in 
and receiving vat. Requires very 
litth floos spac Saves the time of 
cleaning the extra vat not required 
Sy rating 


eed p receiving room oper 


w that 


PURITY 
Weigh Can in position 


Standard 


over PURITY Receiv 
ing Vat Built to fit 
your plant—any dump 
ing position 


Works equally 


well in small plants, 
handling twé ( 


or in those 


Complete with high grade scale, pump and 
motor, and rigid frame. Write for handsome 
new bulletin with complete details. 


PURITY 
Manufacturing Company, Inc. 


MILK HANDLING MACHINERY & EQUIPMENT 
Oukes &@ Burver, Inc., Sok 
CATTARAUGUS, N. Y., 


ES! 





Distributors 
U.S. A. 


1873 Over seventy-five years of honest equipment 
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NDC TELLS POCKETBOOK SIDE OF 
DAIRY STORY 


Continued from Page 60) 


people in whom they are most in 
terested. 

A third way in which the material 
can be exploited is through its use as 
sales ammunition in the hands of the 
to the 


its high 


routemen It could be given 


salesmen in reprint form on 
spots picked out and worked up as 
supplementary material for the sales 


coul | 


+ veral sale S we 


manual. It form the basis of 


imgs im which it i 


analyzed, its important sales features 
isolated, and methods of using it most 


effectively explored. 


Reprints of the article for distribu 
tion among customers is a possibility 
although there is reason to doubt that 
this would be a very effective method 
of getting the information to the cus 
form of a 


tomers. A digest in the 


small leaflet might be worth consider 


ing. 

Whatever the form, the fact is that 
in this article which Bill Epple has 
titled “Live Cheaper—Be Healthier” 


there is a heavy slug of new and val- 


uable information. It is unquestion 
ably something that housewives will 
find worthwhile. It is also something 


that the dairy industry will find worth 
while 


* 
KOLD-HOLD NAMES GWYNN AND 
BRADSHAW REPRESENTATIVES 
M. H. 


pointed 


(Roxy) Gwynn has been ap 
sales representatives in the 
United 
States for the Refrigeration Division of 
the Kold-Hold 
pany, according to al announcement 


by J. R 


southeastern section of the 


Com 


Manufacturing 


Tepfer, Vice-President and 











LEWIS D. BRADSHAW 


General Sales Manager. He will have 


headquarters in Nashville, Tennessee. 


Lewis D. Bradshaw has been ap 
pointed 


St. Louis 


sales representative tor the 
territory of the Retrigera 


Kold-Hold Manufac 


according to the 


tion Division of 


turing Company 
same announcement 

Gwynn has had twenty-five years’ 
experience in refrigeration and _ al 


lied fields. He 


wholesaler’s distributor salesman; gen 


was an electrical 
eral sales manager for the Allen Man- 
ufacturing Company of Nashville; and 
part owner of Stoves, Inc. of Tampa, 
wholesale distributors of cooking and 
1949 to 
1952, Gwynn was progressively south 
the Lon- 
Manufacturing Company, be- 
1950, 


manager for the 


heating appliances. From 


eastern district manager for 
ergan 
coming sales Inanager im and 


also. general sales 
Refrigeration Corporation of America, 
which is owned by Lonergan. 

Bradshaw is a representative for the 


Bastian Blessing Company 


EXEMPTION OF MILK BOTTLE Caps 
AND CLOSURES 


Manufacturers’ sales of milk botth 


caps and closures have been « empted 
from price control. The exemption js 
provided for in Amendment 9 to Gen. 
eral Overriding Regulation 8, and js 
effective February 10, 1953 


Milk bottle caps and closures ar 


made of various combinations of 
paper, paperboard, cellophane, black 
plate and aluminum foil. In 195] 


11 manufacturers produced about 14 
000,000,000 units valued at $26,500 
000. At present about 22,000,000,00( 
packages of milk are produced annu 
ally. In the last few years paper pack 
wing has grown trom 2,000,000,00( 


to 8.000.000,000 units annually 


The keen competition which exists 
between manufacturers of milk bott] 
caps and closures and between pape 
and glass milk containers is expected 
to prevent any substantial increase 


exempted products 

ae 
DIAMOND ALKALI MAKES 1952 

REPORT 

Net sales of Diamond Alkali Com 
pany, Cleveland, Ohio, for the yea 
of 1952 $76,673,311 as com 
pared to $80,745,796 in 1951, Presi 
dent 


prices of the 


were 
{aymond F Evans has an 
nounced. 

1952, after 
sions for Federal Income and Excess 
Profits Taxes, was $5,461,820, which 


after payment of preferred stock divi 


Net income. in provi 


dends, is equivalent to $2.18 per com 


mon share on 2,262,303 shares out 
standing. 

This compares with net earnings of 
$6,674,297 or $2.95 per common share 
in 1951. Payments of preferred stock 


dividends began in 1952. 





sco Seals 


PAT. APPLIED FOR 


DIETRICH SUPPLY CORPORATION 
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TRULY THE SEAL OF PERFECTION 


Fits all 3A standard sanitary fittings. 


For complete satisfaction install them at every 


connection, tighten by hand, and eliminate milk | 
leakage and loss. 


® A twist of the wrist is all that’s needed. 


® Available in all sizes from 1” to 3”. 


Sold only through dairy supply jobbers. 


219 W. Fayette 


SYRACUSE 2, N. Y 
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> CAPS | THATCHER PROMOTES PECK milk sugar and the amount of crystal may then be packed in barrels or cans 
















Ceorge W. Peck, Il, of Elmira, lization would depend on the concen and does not require refrigeration dui 
, h, si iia dialeniaialh ddilditaiian al tration of the raw material. The total ing storage. 
bottl N.1 ; i" | ein ; le ee ; solids content of whey concentrates Sweetened condensed whey will 
empted the — <9 ma ; rai - vi ordinarily varies between 35 and 70 darken and thicken during storage 
pion is ja ry pera ate per cent. It is usually desirable to but these defects are not serious dun 
10 Gen- remy ms gh piel pa seed the product with crystalline la ing the first year. An increase in vis 
and js on “ iii saad ailine te tose during cooling so that small crvs cosity takes place during storage, but 
pero bes Tet York State. tals are produced. is less than that normally experienced 
res are oh the assistance of three salesmen. The keeping quality of condensed with sweetened condensed milk 
= . He replaces George Dusterdieck of whey is dependent upon the pH and Sweetened condensed whey has 
lac 
ae Rochester newly-appointed head of the sugar content. Plain condensed good whipping qualities which makes 
the firm’s Chicago sales office. sweet whey can be held for a week it of value in the preparation of some 
rch so istned Ghe Thatcher Glass Mew ol so without refrigeration. If the pH foods. An overrun of 200 per cent 
100.000 facturing Company is 1048. sorving is 4.5 or less and the whey is packed may be obtained in-a short time even 
pee , aiden teem aa wel in airtight barrels or cans so that mold when whipped at room temperature 
See ice hiss geeneel Chex eiullinaed growth is inhibited, it will keep for Little or no drainage appears from 
vn eG IE TE several months at cool temperatures the whipped product even on stand 
\ through the firm’s Rochester sales It is possible to manufacture a ing 10 or 12 hours. Sweetened con 
fice sweetened condensed whey for human densed whey is used for making fruit 
nen e food. For this purpose about 6.7 pay some frozen desserts, and can 
; " pounds of sugar are added to each —— \ spre ud of good keeping qual 
tn INDUSTRY PROBLEMS LOO pounds of sweet whey and the ity may be made by mixing equal 
Kpected Continued from Page 2S mixture is drawn into a Vacutimd pati amounts of sweetened condensed 
Case and condensed to at least 76 per cent whey and peanut butter 
cts for human consumption, vou would total solids. This material is then \ good discussion of whes product 
ertainly want to start with sweet drawn into a sweetened condensed may be found in Byproducts from 
1952 whey. milk cooler, cooled to 95°F... and Vilk, by E. O. Whittier and B. H 
Any svrup made from whey would seeded and stirred slowly for 1 to 3 Webb, published by Reinhold Pub 
Ce n all probability contain crystallized hours for lactose crystallization. It lishing Company, New York 18, N. ¥ 
ie Veal 
s com 
Presi J: 
as an | Know How To “ie Wp f° 
. 
sea | | Safely Lubricate {ow SS 4s 
_ Valves 
which . 
Yr Pistons 
er com Pumps 
es out 


Gaskets as 


| Double, 
ings a Use The 100% Sterile Lubricant 


DISPLAY 
d stock In The Orange Tube 1 


. Hundreds and hundreds of dairy plants use only and: S | RENG | H! 
use if on: the 100% sterile lubricant in the orange tube on . 











iv Homogenizer all the sanitary working parts of their processing 
— Pistons equipment. Here's the lubricant that gives dairymen 
verfect sanitary protection always, gives valves per fi 
‘ie fect seal, eliminates frequent regrinding, prevents The Key to Egg-Pro its: 
alves 


eakage. It's odor'ess, free from coli-form bacteria 


N Ly Ammonio | contains oo “imal or vegetable fr AVOID BREAKAGE, 
Use the STRONG carton. 


Wrife for information: 


Capper eee wm wee eee eee 

v Head Guides 

: |  sonitory RY IT i 
Y v Seals T ONCE 


ik ' oY Positive Action YOU'LL USE NO 
Pumps OTHER! 


McGLAUGHLIN | 


ORDER TODAY 





$3.00 for 6 


oz. tube 





$5.50 for 12 


OIL COMPANY 


























oz. tubes 
Cire: et ROBERT GAIR COMPANY, INC 
Columbus 13, Ohio F.0.B ’ . 
Columbus — 
Packaged by the authority of the NEW YORK TORONTO 
Famous Lubricants, In PAPERBOARD - FOLDING CARTONS - SHIPPING CONTAINERS 
teview March, 1953 83 
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PRICE WAR HITS MEMPHIS MARKET 


(Continued from Page 26) 


now. “We had to be competitive when 
we came into Memphis,” he said. “We 
needed to reach the consumers and 
get our products into the homes of 


the people of this area.” 


No End in Sight 


He feels that the price war must 
end somewhere—but is not prepared 
to say how, when or by whom it will 


be achieved. 


make the first 
said Mr. 


“Right now, we do not have 


“Somebody must 
move mn 
Schutt. 


any plan to increase our own prices 


raising prices, 


and I know of no other concern that 


intends doing so. 


stands, 
T. Skinner, one of the part 
Forest Hill Dairy. Skinner 
sees a threat to the supply of milk 


That is about the way it 
agrees T. 


ners im 


and to the existence of some milk firms 
in Memphis if the price war goes on 
indefinitely. 

“Selling low will eventually break 
up our supply,” said Mr. Skinner. “If 
the prices get too distributors 
will have to look elsewhere for milk. 


The suppliers will start sending their 


low, 


milk where they can get more money 
for it. 


a good supply. 


Right now, though, we have 


As for ending the price war, Mr. 
Skinner does not long it 
will continue. “I don’t have any idea 

“But I 
like this 


very long, somebody will have to quit 


know how 


when it will stop,” he said. 


will say that if it goes on 


operating. 


Ewing B. Keeton of Clover 
Dairy (Sealtest), 


Farm 
another established 
processor here, declined comment on 


the situation except to say that “Mem- 


phis always has been a close market.” 
Mr. Keeton was aware of the fact, 
like Mr. Schutt and Mr. Skinner, that 
retail prices are too low at the present 
time. 
One 
price war developed when the Mid- 
South Milk Producers Association on 
November 18 petitioned the Federal 
Milk Marketing 


other angle concerning the 


Administration — for 


changes which would bring Dean’s 
under the same regulations that now 
govern milk distributors and dairy 








“| HAVE TO HANG UP, JIMMY. AN 
OCEAN LINER IS SINKING WITH 50,000 
PASSENGERS.” 





farmers in the local area. At present 
these regulations apply only to pro- 
ducers in the Memphis marketing area 
whose dairy farms have been _ in- 
spected and approved by the Mem- 
phis and Shelby County Health De- 
partment. Many of these farms are in 
nearby North Mississippi and others 


in West Tennessee. 


Under the proposed change, the 
regulations would be extended to ap- 
ply to all milk sold in the Memphis 
marketing area, regardless of where 
such milk is produced. 


December 3 and 4 were set for 
hearings, which were later postponed. 
No new dates have been announced 
and no indications given of when they 


will be held. 





Concerning the petition, Mr. Schutt 
paying 
more money for milk than the regy 


said that his firm already wa 


lations designated. 


NATIONAL DAIRY FORMS 
SHEFFIELD CHEMICAL COMPANY 


E. E. Stewart, president of National 


Dairy Products Corporation, an 
Sheffield 


Chemical Company, Inc., as a sub 


nounced the formation of 
sidiary of the Corporation. This for 


malizes into a separate corporatior 
work carried on previously as_ th 
Chemical Division of Sheffield Farms 
Company, Inc., National Dairy’s Seal 
test milk subsidiary which serves the 
metropolitan New York area. 

Officers of Sheffield Chemical Com 
pany are J. G. Brereton, president and 
treasurer; J. R. Borst, vice-president 
and F. A. Baldauski, secretary. Mr 
Borst serves as production manager 
and Mr. Baldauski as technical di 
rector. James D. Sheridan is sales 
manager. 

Sheffield Chemical Company, witl 
headquarters at Norwich, N. Y., will 
make products for use by the chem 
ical, pharmaceutical, food and other 
The 


tributes edible milk proteins and spe- 


industries. company now dis 
cial dietary supplements; lactic acid, 
lactates and other organic acids; milk 
sugar: amino acids; bacterial nutrients 
used in producing antibiotics; food 
flavoring agents; stabilizers for latex- 
base paints, and protein derivatives 
used in making paper, rubber and ad 
hesive products. 

Sheffield Chemical Company main 
tains its own technical staff and works 
closely with the central research lab 
oratories of National Dairy Products 


Corporation. 


j.ateo SERVICE CABINETS 


Protect your quality all the way ... keep it “Dairy Fresh” at 
the doorstep. Aluminum and steel—Thermo Seal 12” insula- 


84 


tion — tight cover — rust proof hinges — all sizes. 
name stenciled or beautifully embossed on cabinet. Postage 
paid on sample, list price. WRITE TODAY ... OR ASK YOUR 
DAIRY SUPPLY SALESMAN. 


Muchle 


Your 


MANUFACTURING CO. 


OWATONNA, 
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TRUCK TOPICS 


Continued from Page 40) 


vou go from there? 


+ should reflect in lower maintenance 
ost or a lower rate of rise in main- 
tenance cost as compared with othe1 
sts. including that of a new vehicle. 
Do we just stand still in the main- 
nance department and accept our 
fate? | think not. 


One other point always spoils the 
fun for the lazy operator who wants A. J. Dreux, 
to do it all with a formula. This just 


night be the year for expansion of the the firm’s name has be¢ 


business facilities, including buildings 
r other equally expensive items. All 
the capital expenditure money in the 
hudget goes into some phase of the 


usiness other than transportation. 


7 years everyone 
This means no new trucks for a year ‘ 


r something a little longer than that. 
fhe formula system is completely shot 
because no matter what the figures 
suid there was no money to buy 
trucks. During that period, a number 


f units may have been overhauled 


through necessity. With this added kin Straight Dairy, 
quired a controlling interest in 1915. 


maintenance expense the whole _pic- 


ture is changed because the reason for 


placing the truck during the year ac- 






VIKING “Sanitor™ 
//__~S 


PROVES POPULAR FARM 
MILK PICK-UP PUMP! 


With the Viking “Sanitor,” you have a unit that 
takes up less space per gallon pumped. Weight 
is cut down over 100 pounds from other con- 
ventional types. Pump adapts itself to compact 
drive for correct speed. Milk is moved without 
churning or pounding. Made of solid dairy 
metal, Viking “Sanitors” are 3A approved. 


| ViKING Ask for free folder E100L today 
| AN HONORED NAME 
|__IN PUMPING _ 


i 


for complete information. 





A Viki Pump Company 
| Tite | Cedar Falls, lowa 
March, 1953 


cording to the formula was to duck 
just exactly that expense. Where do 


RIECK DAIRY NAME CHANGES 

A milk business started by Edward 
E. Rieck in Pittsburgh in 1886 with 
one route, one wagon, and two horses, 
and built into the largest dairy com 
pany in Western Pennsylvania, again 
bears only the name of its founder. 
president of Rieck 
McJunkin Dairy Company, announced 
Rieck Dairy Company, following state 
approval of the tithe amendment in 
the company’s charter. 

Citing simplification as the reason 
for the change, Mr. Dreux said, “For 
referred to the 
company simply as ‘Rieck’s’. The new 
name acoords with this usage, and is 
a lot easier to say.” 

Rieck-McJunkin Dairy Company 
when Mr. Rieck 
merged his company with the McJun 


was formed in 1917, 


Rieck is a division of National Dairy 
Products Corporation. 








NORTHWESTERN CREAM MARKETS 
TAKE A SHELLACKING 
(Continued from Page 32) 

York, supply 75 per cent of the out 

of-shed cream in Boston. Currently 

the Boston market is denied these 
areas due heavy supplies comme 
in from the New England shed. 


According to some students of the 
cream market, the present situation 1s 
a delayed manifestation of basic pric 
ing difficulties. They point out that 
just prior to the Korean War the gov 
m changed to ernment made substantial purchases 
of butter in support operations. With 
the outbreak of hostilities, an infla 
tionary action took place. In addition, 
there was a strong beef market. These 
factors helped maintain cream prices 
at unnaturally high levels. Now, with 
beef falling off and nik reased produc 
tion because of the high price level 
surplus milk is backing up and caus 
ing trouble. The point is, that this 
situation would have deve loped much 
sooner had it not been for the arti 
ficial and temporary adrenalin of wat 
which he ac The real trouble is basic. It is a mat 
ter of unnatural prices that create su 
plus milk and at the same time dis 


courage consumption 


Real MONEY SAVERS 


LINERS and BAGS 


Made of *Polyethylene 








Lightweight, tough, non-shatterab'e, non-corrodable 
non-toxic, non-rusting, odorless, tasteless and waterproof 
Resistant to alcohol, oi!s, chemica's and solvents at room 
temperature. Manufactured by Thermal — Impulse —Bar 
Seal Process. Only virgin film from leading manufac 
turers — No Reprocessed Material used! 

Its physical properties permit oxygen to enter and car 
bon dioxide to escape. When sealed the package is 
moisture proof. Such protection prevents contaminat’on 
and lumping and reduces to a minimum your shipping 
costs, spoilage and breakage 

Acceptab’e to the U. S. Department of Agriculture and 
meets the requirements of the Pure Food and Drug 
Administration Write for our new, low prices 

















PRACTICAL 
TRANSPARENT UTILITY 
BARREL or DRUM APRONS 
COVERS Made of 


heavy gauge 
tough vinyl 
with e'astic. Fits drums | Easy to 
or barrels from 5 gal clean with 
damp cloth 
Won't crack 
Gives more service] or pee I. 


4 Made from tough vinyl 


to 75 gal. capacity 








than wooden barrel Colors: 
heads or drum lids 4 : . a8 
white or L 
4Gause 8 Gauge clear 

500 or more 35c ea. 75c ea. 
100 to 500 40c ea. 80c ea. 50 or more- - 75¢ ea. 
Less than 100 45: ea. 85c ea. Less than 50 - $1.00 ea. 
Also Manufacturer of polyethylene circular Vinyl and Polyethylene 


discs for bottle, jar caps and drum heads ®@ She 2eting sold by the yard 


wero sy PPELAMAW Products 


112 FOURTH AVENUE, NEW YORK 3, N. Y., Dept. AM 
Phone: GRamercy 7-8468 
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DAIRY ORANGE 


Continued from Page 38 


tributors are 


its Customer appe il anil 
its profit potential. It is a maxim 
often overlooked in the rough com 
petition that prevails mn many mal 
kets, that the real competition milk 
distributors face is not from othe 
dealers but trom other beverages 
Coffee, beer, soft drinks, these are th 
real competition. The soft drink man 
ket, for example, is a billion dollar 
market. This is competition. 
There is some question just how 
Many ot these sott drink dollars Call 


industry chan 
the 
consumers of milk and also the largest 


soft drinks. The 


be directed into dairy 


nels. Young people are largest 


consumers of 


PoOssl 
bility of getting them to drink mor 
milk and less soda pop is not ver 


promising. As one milk distributor put 
it, “Our kids are drinking milk up to 
here!” He indicated a spot somewhat 
The of 
orange is that it gives the dairyvman 
ol 
operation, that enables him to get a 
healthy chunk of the soft drink busi 
ness without jeopardizing the business 
In othe 


words, he offers his customers an 


above the ears. beauty dairy 


a tool, well adapted to his type 


he has already established. 
ad 
soft drink 


expenditures indicate they appreciate 


ditional service which thei 


while at the same time it is 
that the 

tions of health value and taste pleasure 
that 


his main product. 


l prod 


uct carries with it connota 


are such important attributes of 


Phe 


those dairies already 


experience of 
uUsSINne OFanee Is 


a clear indication of its excellence as 
a supplement to the service that the 


milk distributor has to offer 


The payoff, however, is the profit 
Undoubtedly, the 


profit potential is the main reason for 


and loss statement. 









fermented 


ness and Flavor. 


Single Bottle $2.00 
Needs Only One propagation 


Branches * New York, Baltimore, Washington 
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™ Cannot be duplicated for 
" ” Quality and Dependability 


the guaranteed culture for 
Milk Products 
Uniform Aroma, Smooth- 


= THE DAIRY LABORATORIES 


PHILADELPHIA 3, PA 


of 
have taken on the product. 


that 


There Is 


the increasing number firms 


not much to say about profit potential 
ave that ina properly integrated op 
eration, it is a good deal like shooting 
at a barn door with a shotgun—from 
inside of the barn at that. Experience 
there is 


shows. that a potential gross 


profit somewhere between 10 and 12 


cents a quart. The net, of course, is 
right in the distributor's lap. 

If vou are thinking of taking on 
dairy orange, there are obviously a 


number of questions that you should 
ask all the 


dust has been settled, the major issuc 


However, when mental 
will not be the product so much as 
it will be you. Nearly two decades of 
that 


value 


experience have cle monstrated 


dairy a real 
for the milk distributor. The potential 


is there 


orange does have 


The question is, how can you 


use it most advantageously? 


o 
DIVCO ELECTS TWO NEW 
VICE-PRESIDENTS 
At a meeting of the Board of Di 
rectors on February 17th, Roy H. 
Sjoberg was elected Vice-President 


Director of Sales tor, Diveco Corpora 
thon. 
Sales 


Mr. Sjoberg has specialized in 
work — for 


vears, having been with General Elec 


Engineering man 
tric Co. for thirteen years and as Sales 
Engineer for A. C. F.-BRILL of Phil- 
for He joined 


Diveo in January of 1952 as Assistant 


idelphia ten 


years. 


to President, in charge of Defense 
Sales. 

Ray A. Long, Divco President, also 
announces the election of Frank - 
Messing, Jr.. as Vice-President 
Director of Service. Mir. Messing was 
in service work with General Motors 
for eighteen vears and joined Divco 
n 1945 as Service Manager. 





DR. C. 


1. POST 


POST ELECTED NOPCO 


VICE-PRESIDENT 
Dr. C. 1. Post was elected VICE 
president of Nopco Chemical Com 
pany of Harrison, New Jersey, chemi 


cal, pharmaceutical, and vitamin mat 
ufacturers. The promotion, announced 
by Thomas A. Printon, company pres 
Dr 


responsible for research 


ident, became effective January | 
Post will be 
sales and advertising of the company’s 


line of vitamin products for the dairy 


farm feed and pharmaceutical indus 
tries. 

Dr. Post, who has been associated 
with Nopco since 1925, graduated 


from Rutgers University and received 
his doctorate from Columbia Univer 
He is one of the founders and was 
first president of the National Vitamir 
Oil Association. Dr. Post is a membet 
of the Club, the Baltusrol 
Country Club, and a member and past 
president of the Council of the Short 
Hills Short Hills, New 


Jersev. 


sity 


Chemists 


Association 





* 





* 





* 
BUY 


U. S. SECURITY BONDS 


NOW! 


* 
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eview 


First, system should 


until the 


sanitation at 


Cc. J. MADAR APPOINTED 


be 
desired results 
and supervised until he can bi 


a Saving 


NATIONAL CONTAINER ACQUIRES 


CLEANING PIPE LINES IN PLACE 


{? 


Continued from Page 


6. What should the cleaning procedure be? 


controlled conditions and varied 


The regular operator should bs 


tried out under 


obt Linie cl 


are trained 


cle px nded upon to get good re sults consistently 


Continued careful, routine tests and inspections should be made to discover 
defective gaskets and points not well cleaned. Don't overlook the piping not 
in the svstem which must be dismantled. 

7. Conclusions— 

If an operator, hearing that pipe lines can be cleaned in place, tries to do it 
with conventional lines and inadequate facilities, he is sure to get in trouble 
sooner or latet For larg plants cleaning in place svstems properly designed 
and installed and properly rinsed and washed, can result in improvement in 


to the operator 


CAMERON SIDDALL NAMED 


TRI-CLOVER DIRECTOR EMPIRE BOX PENNSALT SALES MANAGER 
Cecil J. Mader, vice-president of National Container Corporation has The Pennsvivania Salt Manufactus 
lri-Clover Machine Co.. Kenosha and purchased Empire Box Inne 627 ing Company of Washington hits 
Cudahy, Wisconsin was elected a di Whitehall Street S.W.. Atlanta named Cameron Siddall sales man 
rector at the December meeting of ” of the - It 1 Che | 
tc honed of deste The company will continue manu an . rag ri or 7 
i woard ¢ Ors ' O » eleve . » 
Mr. Mader has spent thirty years in facturing operations of the fully-inte pes Sr en: eee 
the field of steel fabricating and it grated box plant under the name of states, it was announced by F. ¢ 

ie " i i @ < Ss 
related industries. In 1944, he came National Container Corporation Shanaman, president of the Company 
Cla 7 rade 9 « ; 
to Tri-Clover Machine Co. Mr. Mader Sidnev B. Marks has been nan He will make his headquarters at 
has been vice-president since 1948 general manager of the new plant the Company's Tacoma. office 
| | 





ALL ALUMINUM 


Aellingsworth TRUCK 





@ Stainless steel 


runners reduce 


REFRIGERATORS 


@ Here is a truck refrigerator that affords all 


case friction. 


@ Completely of the ‘‘most-wanted"’ features. This quality 
sealed box features lifetime, all aluminum, airplane 
’ type construction riveted for super 


Moisture strength. Nickel plated screws and stainless 


steel hardware make the entire assembly rust- 
proof. Double than normal insulation gives you 
maximum cooling efficiency and economy. Fifty 
pounds of ice maintains a 44° temperature for 
30 hours in a 96° outside heat. Best of all, the 
Hollingsworth Truck Kefrigerator is designed 
for complete space utilization. Model illustrated 
fits contour of Diveo Truck Body. 

Standard Boxes in Stock for All Makes 

of Milk Delivery Trucks .. . Special 

Boxes Made to Order. 


cannot 
decompose 


insulation. 
@ Padlock holes 


in latches. 


@ Holds 2 


trays plus 3 


ice 


quart cases 








and 1 pint 








tray. 


@ Moderately 
priced 


JOHN R. HOLLINGSWORTH CORP. 


@ PENNSYLVANIA 








CLIFTON HEIGHTS 
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SANITARY PUMPS 


Always gentle and non-pulsating in product 
delivery, and without possible sources of con 
tamination, G & H Model 135 is equipped 
with a 4 hp. NEMA Standard Motor. Models 
136, 140 and 141 are furnished with U. S. 
Sanitary Motors as standard equipment un- 
less otherwise specified, in ‘2, 1, and 2 hp. 
respectively. Stainless steel or nickel alloy 
construction, with stainless steel legs. 


See Your Jobber for 


“G & H” Sanitary Pumps 


| PRODUCTS CORPORATION 
2409 Fifty-Second St., 


Kenosha, Wis. 
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ACCOUNTING FOR PROFIT 


(Continued from Page 16) 


rors are easy to locate. In the illustra- 
tion but few account titles are used. 
Expansion can be very easily provided 
by inserting cut sheets between left- 
and righthand pages, thus keeping 
the over-all size of the book at a min- 
imum. The disadvantages, however, 
are heavy. Even using insert sheets, 
a very definite limit is soon reached, 
beyond which the system becomes too 
unwieldy for use. Too, insufficient 
breakdown is provided for accounts 
such as equipment. Entries for such 
things as depreciation, accruals of ex- 
pense, prepayments, amortization, etc., 
are not provided for at all. Where 
this plan is in use, such entries are 
made but once a year, after the trans 
actions for the year are summarized. 
This works all right, but is a departure 


from the scheme of the system. 


DISCOURAGING HEADLINES 
DEMONSTRATE A MAJOR 
INDUSTRY PROBLEM 
(Continued from Page 23) 

The industry in Pennsylvania came 
in for some publicity that is somewhat 
less hair-raising but, because of the 
complicated nature of the issue, dif 
ficult for the man in the street to un 
derstand. It is the old problem of 
state price regulation. Legislation was 
introduced into the Pennsylvania legis- 
lature to abolish the Pennsylvania Milk 
Commission. The Commission has 
been the target of many a newspaper 
blast during its existence. The current 
reports are considerably more objec 
tive than similar reports have been in 
the past, but even so they illustrate 
the industry’s problem. Regulation that 


establishes prices are open to charges 


LEFT-HAND PAGE 








Cash on Hand Cash in Bank Accts. Payable Accts. Receivable formed r 
Date Item Dr. Cr. Dr. Cr. Dr. Cr. Dr Cr ty smuds 
Balance $1,500 $2,000 $1,100 $2,000 ilk. Th 
Ve 2,000 nM 
2. $1,000 $1,000 late on 
3. 100 simple. 
> _ $10 $175 stamp 
6. 50 ded | 
: 500 safer, be 
8. 100 100 : 
9 50 acing 
10. 1,500 1,500 ng. | 
Totals $1,675 $1,610 $3,500 $1,100 $1,100 $3,600 $2,100 $175 tional th 
RIGHT-HAND PAGE lating i 
Caps Office Dely. Cost of Proprietor- ae Wi 
Wages Bottles Expenses Expense Sales Equip. ship Sales 
Item Dr. Dr. Dr. Dr. Dr. Dr. Cr. Cr. Young 
Balance $500 $400 $100 $300 $2,000 $11,000 $13,700 $5,000 lieve the 
> —_— practice 
3. 100 facts.” 1 
4. d out 
‘. 50 ” the layo 
2 500 t gO 
2 (50) 
- MILK 
Totals $550 $400 $110 $309 $4,000 $11,550 $13,650 $5,100 
of political maneuvering. Whether o1 pressions. The impressions in this cast 
not this maneuvering takes place is are that the industry is attempting to serving 
academic. The fact that such charges maintain a favorable position througl f the 
are made puts milk in the middle of legislative action. This is not true n, Wi 
charge and counter charge. The pub- of course, but it illustrates the prob Carol ! 
lic may, and usually does, live by im- lem. n Que 
Even when the public press carries f Dat 
a story tending to be sympathetic with n Eas 
the industry, the result is often detri n Ma 
mental because of the author's casual West | 
aa acquaintance with the problems of o ord 
3 milk distribution. hattan 
| ) Redbook Magazine has an article in Prac 
}] its March issue entitled “Do We Need nd re 
pi Milk-Dating” by Murray Teigh Bloom ticular 
It does a very creditable job in pre retrige 
senting the problems inherent in dat tained 
ing milk. Much of its appeal to the Returt 
dairy industry is lost, however, be small 
cause of a fairly large picture on th an 
“WHY THE FUNNY FACE? DON’T YOU , mak : ’ 
LIKE THE WAY | PREPARE FOOD?” title page. This picture shows a uni New 
llows 
late « 
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845 S. Wabash Ave. 


BETTER COTTAGE CHEESE 


Large Tender Curd 


BETTER TASTING—BETTER KEEPING 
GREATER YIELD 


FA COABULATOR $=] SS Soe 


F-L LACTIC ACID FERMENT CULTURE 


FLAVOR-LINE, INC. 


Chicago 5, Ill 





r 









Make Mine 
Chocolate! 


Standardize the flavor of your 
CHOCOLATE ICE CREAM with 


FORBES DRY MIX CHOCOLATE FLAVOR POWDER... 


Write or wire for a FREE sample and compare 
it — or better still, send us a trial order. 








The BENJAMIN P. FORBES CO. 





2000 WEST 14th ST. e CLEVELAND 13, OHIO 
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American Milk Review Mar 


XUM 


2ceivable 
Cr 


$175 


$175 


Sales 


$5,000 


100 


$5,100 


iS Case 
ting to 
hrough 
t true 
prob 


Carries 

] 
ic with 
detri 
casual 


ms of 


ticle in 
Need 
Bloom 
Nn pre 
in dat 
to the 
r, be 


on the 


t unl 





>View 


formed routeman using a pencil eraset 
. smudge the date on a container of 
milk. The 
late on a paper carton is relatively 


late 
Otten 


caption says, “Changing the 


imple. simply blurring the 
stamp with an eraser is enough. The 
oded bottles in the foreground are 
afer, because of the difficulty of re- 
lacing properly the crimped metal 
ng.” Even the sub-title, uninten 
onal though it may be, implies that 
lating is not effective because dairies 
have found ways of evading it 
Young housewives and mothers be- 
lieve they are being protected by this 
they? Read the 


facts.” The article itself, as was point- 


practice. But are 


d out above, is fairly well done. But 
the layout man and the headline writer 


let go with a haymaker. 
& 


MILK VENDING MACHINES IN 
APARTMENT HOUSES 


Continued from Page 63) 


serving 1,300 families; 11 buildings 
f the Clinton Hill project in Brook 
n, with 1,275 families; a number of 
Carol Management apartment houses 
n Queens, including eight buildings 
f Dara Gardens; and in apartments 

East and West Bronx, 
m Manhattan’s Riverside Drive and 


Liverdale, 
West End Avenue. Vendors also are 
n order for twelve buildings in Man- 
jattan’s Knickerbocker Village. 


Practical problems of distribution 
ind refrigeration have not proved par- 
ticularly difficult. The machines are 
refrigerated, and the milk is main 
tained at a temperature of 38 degrees. 
Returns are either non-existent or so 


mall as to be inconsequential. This 


n important feature inasmuch as 
New York has a dating ordinance that 
illows a two-day shelf life from the 


ite of pasteurization. 





March, 1953 


According to Mr. Simon, sales in a 
given apartment house will follow a 
pattern peculiar to that location. It 
may be that weekends are the heavy 
days. It may be that mornings o1 
evenings are the periods of heaviest 
demand. Whatever the pattern is, it 
becomes apparent within a very short 
time after the installation of the ma 
chine. Careful check is kept on the 
machine in order to learn what the 
pattern is, and the machine is serviced 
in the light of the trend. 


this procedure, the problem of returns 


Through 


is effectively handled. 

Milk is distributed by regular milk 
They 
are paid the union wage and are mem- 
bers of the New York union. These 


men confine their activities to sup- 


men operating specific routes. 


plying the machines with mi'k and 
do not attempt to do any mechanical 
work on the machines. Repair and 
maintenance work is a specialty that 
is the province of trained mechanics 
It is about the same situation as that 
which prevails with the routeman’s 
truck. 
is the province of the garage rather 
than the milkman. 


Repair and maintenance work 


The sanitary aspects of the ma 


chines have passed muster with city 















Blo] les 
cs 


me) 
as 


Sd 
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a 





“THOSE PEOPLE ALWAYS TAKE COTTAGE 
CHEESE.” 


health authorities. Indeed, there is 


a suggestion of enthusiasm in the 
health department over this innova- 
tion. Machines are cleaned regularly 
according to health department speci- 
fications. The refrigeration feature is 
the equal if not the superior of similar 
facilities in the stores. And the ease 
with which milk is made available to 
the city’s apartment dwellers is a good 
thing in the eyes of health people 
The problem of leakers is met by care 
ful inspection before the milk is placed 
in a machine. Leakers are discovered 
and discarded before they ever get 
into the machine. 


There is some slight problem in 
route arrangement. The number of 
stops has not yet reached a_ point 
where the most efficient layouts can 
be employed. However, Mr. Simon 
savs that his firm is installing new 
machines as fast as they are available, 
and that in a short time there will be 
a sufficient number to enable the firm 
to arrange the routes for maximum ef 
ficiency. In a city such as New York 
where there are some 15,000 apart 
ment houses, the potential in this typ 
of operation is rather breath-taking 


The advent of the apartment house 
vending machine has been received 
with mixed emotions by New York 
dealers. The metropolitan market is 
not famous for the gentleness of its 
Despite the 
fact that retail home delivery has been 


competitive activities. 
decreasing, despite the fact that a 
substantial portion of the vending 
machine sales are plus sales, there has 
been considerable uneasiness among 
smaller dealers over this new opera 
tion. Best bet, however, is that other 
dealers will get into the vending ma 
chine business if it begins to assume 
the proportions that Mr. Simon pre 
dicts. 


Now! Exclusive for You 


MEl- OWillp ‘ 


*exclusive territories available 


Spearhead your sales offense with 


1201 W. Eighth St. 


Mel-O-Whip cheese in a program of planned sales building. 
It will increase all dairy product sales. 


G. P. GUNDLACH & CO, 


Write us today! 


‘Servants to the Dairy Industry’ 


Cincinnati 3, Ohio 
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USING OUR SEPARATOR 








IG HEIL Trailerized farm = pick 


up tanks meet the needs of dain 


ies having above-average milk 
jacket 


gives strength and appearance with 


routes An aluminum outei 


out added weight. Service cabinets 
whether located at side Or rear have 
separate compartments for motor and 
cable to keep the refrigerated sanitary 


cabinet cool and clean 


Large service cabinets on the tanks 
ie efficiently designed and usually 
located at the rear. Cabinet doors are 
side-hinged with full-length, continu 
ous stainless steel hinges. They mak« 
air-tight: lock 


with a refrigerator-type door latch. A 


the cabinet securely 


separate) motor compartment 


keeps 
heat and dirt out of the service cabi 


net. The combination real inlet and 
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outlet is equipped with nickel-silver, 
sanitary plunger-tvpe valve through 
which the tank is loaded and unload- 
ed. The reversible pump is driven by 
motor and V-belt in the motor com- 
partment. Two sample trays, 50- 
pound ice chest, and hose carrier are 
stainless steel. The transparent plastic 
tubing has a sanitary coupling at both 


ends. 


Complete and detailed information 
on the latest Heil farm pick-up trans 
port tanks mav be obtained from The 


Heil Co.. Milwaukee 1, Wisconsin. 
& 


Booklet on Non-fat Milk Solids 
S A RESULT of increasing in 


terest in the non-fat solids por 

tion of milk, Cherry-Burrell 
Corp. has reprinted a series of articles 
that appeared in the Cherry-Burrell 
CIRCLE. 

This series of articles, by recognized 
authorities in their fields, describes: 
(1) the relative nutritive value of the 
fat and solids-not-fat fractions of milk 
2) the role of milk proteins in the diet: 
3) vitamins in skim milk and their role 
in nutrition; 4) the mineral salts in 
milk: 5) the nutritional significance of 
milk with special reference to milk 


sugar: and 6) how milk is made. 


Copies of this 20 page booklet can 
be obtained by writing to Cherrv-Bun 
rell Corporation, Dept. AS-2, 427 W. 
Randolph St., Chicago 6, Tl. 


Recorders and Controllers 
ATALOG 1550 describes and 
gives details on measurement 
and control of PH, Redox, and 
conductivity. Includes casy-to-under 
stand theory behind electro-chemical 
measurement, and gives up-to-date in 
recorders, 


formation on controllers, 


unplifiers and electrodes. 
Catalog also contains information 
on where and how to use automatic 
pH, Redox, and conductivity measur 
ing and controlling equipment. 
Write to Station 64, 


Honevwell 


Minneapolis 
Regulator Com pany, 
Philadelphia 


Brown Instruments Div.. 


Penna 





All-Weather Fibre Carrier 
PATENTED 
laminated fibreboard is being 
Gavlord 
North 4th St., St 


, in a new type returnable ca 


weather-resistant 
used by Container 
Corporation, 111] 
Louis 2 
rie! for store door delivery of pape 
milk bottles. This board stands uN] 
under rain, snow or ice. It can als 
be washed and cleaned many times 
For economy in storage, it is shipped 
to dairies knocked-down. Two pieces 
are combined in a single rigid unit b 
a simple stapling process. When as 
sembled, the Gaylord carrier has 
protruding bottom section so that on 
unit can be partially nested in another 
Hand holes 


are provided as well as holes in the 


to form a vertical tier. 


bottom to permit water to run off 


Carriers are made to fit the require 
ments of individual dairies and_ the 
sides specially printed. Capacity varies 
with the size of the paper milk bottles 
used. One popular SIZE accommodates 
20) one-quart bottles although half 
pint, half-gallon and gallon sizes cai 


hb: provided for. 
* 
Packaging Pointers 


HAT is good package design? 
A new booklet, “What Pack 
aging Really Means.” outlines 
basic psychology on consumers’ atti 
tudes and preferences towards pack 
aging. Special emphasis is placed on 
some of the hidden influences of pack- 
ages as well aS many obvious ones 


The study 


with the 


Was concerned primaril 
packaging of butter, ic 
cream, and fats. 

Single What Packaging 


COptes of 
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Really Means” are available on request 
Paraffined Carton 
111 West Washington St 


Chicago 2, Il. 


from th Research 


Council 


Half-Gallon Ice Cream Package 


NEW f-page illustrated bro 
chure which describes the Cel 
creme Half-Gallon Ice Cream 


Container, has just been issued by the 


Cellu-Fibre Can Corp. 

Made of specially treated — fibre 
board with metal top and bottom, it 
features a lustrous laminated cello 


phane label printed with the custom 
ers own design. This cellophane ex 
terior resists frosting in coldest. cabi 
nets and, because it is moistureproof 
helps keep the contents firmer for a 
longer period. The container also has 
. plasticoated interior that prevents 
ice cream from. sticking to the sides 


nd guards against seepage. 


IS availab'« 
on request to Cellu-Fibre Can Corp 
770 Third Ave., Brooklyn 32, N. Y. 


A copy of the brochure 


Accounting Control 


OW TO KEEP 


customer rec 
ords up-to-date, make detailed 
distributions with less effort 


and) maintain complete accounting 
control at all times through the means 
is the sub 


entitled “Mech 


Rec ely able 


of mechanized accounting, 
iect of folder 


Accounts 


a new 

inized Posting’ 

published by Remington Rand Ine. 
Further details on “Mechanized Re 


ceivable Posting” with approved 
can be Sw 
Folder AB 


Rand Ine., 315 


York 10, N. ¥ 


louble-entry distribution 
ured free by 
SST to 


I urth 


writing for 
Remington 


Ave., New 


March, 1953 
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Milk Sampler 

NEWLY developed weigh tank 
sampler, the L/W Vacu-matic, 

has been placed on the market 

by the Langsenkamp-Wheeler Dairy 
The labor Saving 
L/W Vacu-matic is reported to assure 
butterfat 











Supply Division. 


truce tests by providing ac 


curate samples every time, no matte 
what the 
your weigh tank 

Avitating the milk in the weigh tank 


with filtered air, the L/W Vacu-matic 


x condition of 


design. age 


keeps milk out of the suck line until 
the fast sampling cvele begins. “Touch 
down” action on th samph bottle 


W Vacu-matic 
After sampling, milk is quickly 


starts the L In opera 
tion. 


returned to the weigh tank under pres 


sure. The L/W Vacu-matic contains 
its own pressure and vacuum pum] 
An illustrating folder describing 


L/W Vacu-matic 
tained by writing to the Langsenkamp 
Wheeler Dairy Supply Diy 1266 
Shelbv St Indianapolis 3, Ind 


the new can be ob 


Soft Ice Cream 
SPECIAL catalog has been is 
sued by the Port Morris Ma 
chine & Tool Works, manufac 
the Electro 
cream machines, 712 East 
New York 54, N. ¥ It 
newest mode!s in thei 
5P, Double 5P and _ the 


Freezer 


Phe Model ar, 


five gallons per hour is recommended 


Freeze soft ic 


135th St 


turers of 
includes the 


linne Model 


5P Counter 


with a capacity oft 


for drugstores, chain stores, drive-in 
theatres and roadside stands Phe 
products made by these freezers in 


clude soft ice cream, frozen malts 

custard, milk shakes and ices. This 

booklet will be sent free upon request 
& 


Versatile Refrigerant for 
Display and Shipping 


CE THAT doesn’t melt. . 14 
that has many t mpcratures 

ice that can be used again and 

again. ice that isn’t ice! That's 

exactly what Kold-Pak, a new non 


self-contained — re 
1 by Atlantic Salt 


melting, reus ible 


frigerant produce 


and Chemical Company Boston 
Mass IS reported to be 
This refrigerant consists of a hei 


metically sealed container enclosing 


special chemical composition which 


produces a highly effective and lon 
having controlled 
between 90) | 


18 hours 


lasting refrigerant 


temperature range 


ind 4+.40° F. for 24 


Since Kold-Pak = do not melt 
change its shape ind is completels 
adaptable to many sizes, forms and 
temperatures, it 1s iid to make ul 
ictual “refrigerator” out of an ordinat 
carton, paper box or basket with the 
iddition of a small amount of insula 


A FARM COOLING TANK 
with a SELF-CONTAINED UNIT! 


The compressor is installed, checked and tested at the fac- 
tory. Like a new refrigerator, you put it in place and plug it 
TalioMoliMol i-I Mime lel Moh Zh Me AUMLTiiclilelilelimedslit Mlle Tittle t 
you responsible service if needed. Its resale value is high. 

Girton Self-Contained Farm Cooling Tanks are available in 
capacities of 100, 150 and 200 gallons. Additional sizes avail- 


elo}(-Mt] Mico MB ROLOOMelelilelare 


ANUFACTURING 


Write for full information 


OMPANY 





71 











tion. This product opens a new vista 
of dramatic merchandising displays of 
foods. 

Complete information on Kold-Pak 
is available to interested persons from 
Atlantic Salt and Chemical Company, 
Boston, Mass. 

e 
Hanging Scale 
HE Model 2110 Hanging Scale, 
T snes by the Toledo Scale 
Company of Toledo, Ohio was 
developed as a multipurpose scale and 
will handle a wide range of weighing 


jobs—pilot weighing parts or products, 


and test and estimating work. 


0 





Attractively designed and _ finished 
in gray enamel, the Model 2110 has 
large 134” dials on both front and 
back to permit easy reading of the 
weight indications. An efficient air 
cylinder control brings the indicator 
to rest quickly. 

The dial is 10 Ib. x 1 oz., with 
maximum scale capacity of 30° Ib. 

Extreme simplicity of operation and 
easy portability make this scale adapt- 
able for a wide variety of uses. Bulle 
tin 1505a illustrates and describes the 
Model 2110. 





Dynel Uniforms 
YNEL UNIFORM fabrics have 
been tested for use in delivery 
Studies 
seem to indicate that they will result 


salesmen’s uniforms. 


in substantial savings, both in original 


cost and in upkeep and wear. 


It is reported of one test conducted 
by a large bottled beverage company 
that 


The Dynel uniforms showed vit 
tually no sign of the rough wear thes 
had been subjected to in the three- 
month period, during which the de 
livery salesmen carted heavy cases ot 
bottles on and off their trucks in all 
kinds of weather. The uniforms held 
their shape and showed no signs of 
abrasion. Trouser creases and blouse 
pleats stayed in after the rain, and the 
garments were easy to dry-clean. The 
uniforms tested thus far have been 
winter-weight, and are reported to be 
as Warm as previous winter uniforms. 


Summer-weights will also be available. 


One uniform manufacturer offering 
these uniforms tor sale is Jeff Gold 


stein, Inc. 











407 S Dearborn 











92 


Lumenite 


controls to within 1/100 inch 


Absolutely sanitary 

Instantly cleaned 

No moving parts 

No floats 

Saves Milk—Money—Time—Labor 
Used by leading dairies, coast to coost 

Write for Bulletin L140 
LUMENITE ELECTRONIC CO 


CHICAGO 5, ILL. 


Low-Bed Delivery Truck 

NEW MODEL White Truck 

with a “low-bed” frame that 

lowers the body level of de. 

livery trucks 12” is being introduced 

to the dairy industries by White Motor 
Company, Cleveland 1, Ohi 

The White 3000 “drop” frame re 
quires no altering by body builders 
This lowering of the body by 12” can 
be readily utilized for substantially 
greater body capacity within easy 
reach of the routeman. Door heights 
are lowered. This results in substan- 
tial time savings in load at the plant 
and in making deliveries. 

The new model also incorporates 
the short wheelbase, short over-all 
length, outstanding visibility and 
safety, low cab floor, and short turning 
radius. 

In dairy industry service, typical 
body design on this model permits 
1.680 gallons of bulk ice cream ¢ apac- 
ity, with space for refrigeration unit 
mounted in compartment at front of 
body with separate dry compartment 


above 





For wholesale milk delivery, capac 


ity of 200 12-quart wood cases cat 
be obtained, or substantially more 


where square or paper bottles are 


used. 






MILK LE 





VEL CONTROL 


the level of milk or mixtures in hi | ~ ea 
tanks, vats, pasteurizers, cool- bag Pay 
ers, freezers, fillers, etc. 1»? 
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Plastic Glove 
Reconditioning Service 
ECONDITIONING and reproc- 


essing of smooth and rough plas- 


tic-dipped cotton gloves is a 
ffered by U. S. 
Glove Corporation, 9350 Roselawn, 
Detroit 4, Mich. 


service Industrial 





Glovco service includes cleaning, 
sterilizing, patching and repairing, re 
shaping, recoating, vulcanizing and 
pairing, and is said to assure, in most 
ases, 100% reusability, all at a small 
fraction the cost of new gloves. 

Door-to-door pick-up and delivery 
through 57 outlets in 20 states, includ- 
ing some west of the Mississippi. The 
service cvcle is about 2 weeks. 


Milk Can Scrubber 

ERE IS AN efficient mechanical 

milk can scrubber designed for 

the dairy farmer. The SKRUB 
MASTER scrubs milk cans clean with 
ut the drudgery of hand scrubbing. 
It is operated by one man. All that is 


necessary is to pour a small amount 


of detergent solution into the milk can 
and a little water. The can is then 
placed on the self-supporting rack and 
the switch flicked on. By merely sliding 
the can back and forth a few times, 
the neck, sides and bottom are 


scrubbed clean in a matter of seconds. 


Full details or the answer to any 
questions may be secured from the 
Nelson-Dykes Co., Republic Bank 
Building, P. O. Box 1185, Dallas, 


Texas. 


Truck Refrigeration Plates 
COMPLETE new line of “Hold- 
Over” Truck Plates having in- 
creased capacities per pound of 
equipment has been introduced by the 
Kold-Hold 


of Lansing, Michigan. Each plate is 


Manufacturing Company 


completely filled with the desired eu- 
tectic solution. Solutions now avail- 
able have freezing temperatures of 


96°, +23°, +18°, —8° and —14° F. 


Other design refinements that help 
improve the efficiency of these truck 
plates include accurately distributed 
internal fins which spread the heat 
absorption qualities ovet the entire 
surface areas on both sides of the 
plate. Arrangement of the refrigerant 
coil causes the oute1 edges of the plate 
to freeze first so that any expansion 
is borne by the large flexible flat area 
of the plate without any damaging 
strain on the seams. Due to the stream 
lined design of the plate, there are no 
corner or edge pockets that would 
freeze slowly and damage the cover. 
This streamlining also induces a 
smooth rapid sweep of air ove the 
outside surface of the plate that is 
not blocked by square corners or un 
equal surfaces. Considerable improve 


ment in heat transfer is the result. 





Forage Feeder 
FEEDER-MIXER that enables 


one man to feed up to 300 


head of cattle in 8 minutes has 
been announced by Van Dusen & Co. 
of Wayzata, Minnesota. 
he unit, called the Forage Feeder, 
mounts on a truck, wagon or trailer 
and features power take-off drive, o1 
an independent Onan 10 h.p. 2 cylin 
der air-cooled engine with Redi-Pull 
built-in-starter, for constant power. 
Box capacity of the Forage Feeder 
is 200 bushels. The 


unload corn or grass silage and _ all 


unit will mix and 


chopped or ground feeds into feed 
bunks, blowers or elevators. It is also 


suited to silo filling. 
e 

Roof Coating 

TATIC ¢ 


coating is easy to apply by brush 


r non-flowing type of 
or spray Because of its non 
flowing characteristics, it is as useful 
on pitched roofs as it is on those hay 
ing a flat surface. Certified Emulsion 
will not become brittle in low tempera 
tures and does not oxidize rapidly 
when exposed to weather. It has no 
tendency to run, sag or “alligator” 
when subjected to hot sun. 
Additional details are available with 
out charge by writing United Labora 
tories, Inc., Cleveland 12, Ohio. 










SPECIALTY 
FILLER AND 
CAPPER 


Fill and Cap Any Standard Size Bottle! 
Half-Pints to Gallons — Round or Square Including 2 qt. Oblong 


The Specialty Automatic Rotary 
Filler and Capper can be switched 


bottles in just 90 seconds. Fills 
round or square glass bottles, in- 
cluding gallon jugs and conical 
paper bottles. Six valve, fuily auto- 


i from gallon jugs to squat half-pint 


matic, variable speed drive, clean 
fast filling.Safety automatic clutches 
reduce bottle breakage. Built-in 
conveyor at no extra cost. Leak- 
proof pressurized lubrication. Mod- 
ern sanitary design, easy to clean. 
Write for free literature. 


Hand operated models also available 


GENERAL DAIRY EQUIPMENT, INC. 


Minneapolis 14, Minnesota 
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Classified Advertising Rates EQUIPMENT FOR SALE “es 

(Kindly send remittance with order) . . . y ‘ ‘ ; 

ve , SALE—No. 192 DeLaval Air. ne-pi 
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All Other Advertisements Pump. Good condition. Price rea. therm 

Lightface type: 5e per word (31.00 minimum). sonable. Wel 
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25¢ additional in the United States. 3-M-53 utom 
50c¢ additional in Foreign Countries. ints { 
When replying to any of the following keyed advertisements please address replies to: 600 gallon stainless steel Holding $1200 
fanks. direct expansion coils: 150 a 
BOX NO. AMERICAN MILK REVIEW a av ie 200 
gallon Jensen stainless steel \ icuum 
92 WARREN STREE1 NEW YORK 7, N. Y. we +: 100- to 200-gall vith } 
(The deadline for Classified Advertising is the 10th of the month preceding I asteurizer; oa “Gallon stat cs St 
publication, ) less steel Pasteurizers; 11,000) Ib ratu 
No classified advertising will be accepted to 1 with borders or special spacing. All ‘ ge ( 7s pete 
such iainmmnin one pore le “Dinplay”? fo nd ny will oa billed. a Siaaelien Creamery Pic kag Sh rt Vin Pas 300 
display advertising rates. (Rates and mechanical requirements on request.) teuriel 350 650 and 1,000 galloy on \ 
ee Coil Vats; Cemac 14-Valve_ Filler vith l 
Creamery Package Plate Cooler, Sir ot 
WANTED TO BUY EQUIPMENT FOR SALE gle Section 58 plates; 6 ft. 24 and 36 See 
el aoa ae Poa : _ar= sa? tube Surface Coolers with stainless } 
USED TRICYCLES, SCOOTERS FOR SALE—~EXCELLENT CON soa isa “et oiiaiad cael Pac 
rege on . . . » Stee COVCTS: S 3 « S Ste 
CARTS, and ALL TYPES OF VEND DITION. 1-ton flake York Ice Ma . ~n Sealer 
. , Pang! Cabinet Cooler, 8 wings 56 tubes for 
ING MACHINES. Must be priced chine with 5x5x5/ ice chest, metal clad ) evors 
| 1 i i. I T Cool ith 20 i sweet water; Lathrop-Paulson 8 iinut 
rig it. an . and lined. 00 el with <0 stain C.P.M. Can Washer: 4.000 and 6.000 : 
SUBMIT FULL DETAILS, includ less steel tubes, 1” pipe in 2” pipe Ib. DeLaval Clarifiers: 7.000 Ib. D rw 
on e re ) *ha ‘ ale 75 Be S< . 
ing PHOTO, CON DI ION OF 1000-gallon Cherry-Burrell stainless Laval Separator; 12,000 Ib. Sharples = 
UNIT, and HOW L( ING IN | SE steel Storage Vat L000 gallon enamel all stainless ste el Separator 1000 t vith 
PONY BOY LIMITED, 163 BEL lined Pfaudler Tank with Telegauge $000 aallon dasstined Tanks (8 mitre 
_ sseemgs tive wo ; op gto Balance Tank, 34” diameter x 28” Products only); 32”x90” Buflovak and Lan 
) IL 4 . vit 
ye , MONTREAL, Q E., “ness stainless steel with cover 36”x84” American Double Drum Milk — 
\DA <i si Cherry-Burrell Sottle Filler and Drvers. “a 
Capper, Model GV 100. Cherry-Bun Many other desirable items  sucl ; 
SOUIPMEN ANTE rell Filler, Milwaukee Model B Filles as” Fillers, Washers, Homogenizers vith 
EQUIPMENT WANTED i 
a _ - ind Capper. Cherryv-Burrell Washe1 Freezers. Pumps. ete. Send us vour oaiet 
Small Tank Truck 1500-2000. gal pp se yea eres ening 
, 1000-gall satel Model E. 8 bottles wide inquiries. 
on capacity. Yallon STAIESS , . 4 
Cherrv-Burrell| Pasteurizer. Model Lester Kehoe Machinery Corpora Mi 
steel cold wall or holding tank. Auto ; IE Ind § \ York 17 Freez 
> . SEL 100M. Two Creamery Package tion, | East 42nd Street, New York 17 
matic Anderson Filler for ice cream gan 5 X.Y 3 \I53 net 
: , ; Compressors, 4x4, G.E. 7!s h.p. motor : , ss 
Welsh Farms, Inc., Long Valley, ; } Com} 
No] ALS and 10° h.p. motor Cherrv-Burrell Sturdv-Built 4-wide Bottle Washer i 
) . . hk ( 
: Sweet Water Coole Model 2S10 Milwaukee No. 618 Bottle Filler—will i 
, ’ =e ~ ’” , 5 ) 
Used 200-gal. Pasteurizer. Cherry No. 257, 5 strands 2 pipe, 10 long handle round square, and paper Ch 
Burrell, hand machine. Send pric ammonia gravity control with 2” con quarts, glass and paper pints, and a é 
and condition in first letter. nections. glass half pints Al 
. P vith 
McCrea Dairy, Bad Axe, Mich. pee Rainiers Dairies, 2 E. Commerc Damrow Cold Milk Filter. Specialt No 
3-M-55 St.. Bridgeton, N. J 3-M-53 Brass Milk Pump. 6’ Milk Cooler wit! $1 5¢ 
WANTED One Ice . ‘ream Truck FOR SALE — Mojonnier stainless new stainless steel trough. DeLaval \y 
Body around 500- or 600-gallon ca aide . o : 800 Ib. cream Separator.  Pfaudler 
: : steel Cabinet Cooler. 7 panels, 24 _ 
pacity. Prefer ammonia type. refrig aes anil _ aaa 100-gallon glass-lined Pasteurizer 
Sila RN i Silla: ies elas: aioe tubes each. Raw milk capacity 25.,- ; Sete 
a ea , 000 p.p.h. Excellent condition. Cherry-Burrell Tcy-Flo Sweet Water 
if self-contained. . . " s a Ice Builder, used 6 months. Brine 
- ee oan . Ohio Creamery Supply Co., 701 eS 
Please state price and condition in : ump. used 6 months. Tavlor record 
rs re . : Woodland Ave., Cleveland 15, Ohio | P. : a 
first letter. Write to Ruffin Graham's : ; ing Thermometer Indicating Ther 


Dairv, Route 3, Box 460. Mobile. Ala 
3-M-55 





gay capacity. “w stain- ning condition. The Gem Dairy, Al ‘ 
mes atid ca ‘ ; ess with electric tinned copper | ; > \153 . 
EQUIPMEN SALE j ion, Mich 3-M-53 
2 [ENT FOR SALE tubes. Bought in 1949. 
REBUILT—Pasteurizers, Milk Cool Reply to Box 118, care of this pub- FOR SALE—Viscolizers and Homog 
crs, Bottle Fillers, Ice Machines, Plate lication. 3-M-52 enizers. Completely rebuilt and guat 
Coolers and Heaters, Homogenizers anteed, with late tvpe stainless steel f 
and Bottle Washers. Send us vour re FOR SALE—Cherry-Burrell Filler, sanitary heads and pressure valves 
quirements Model G-70, 7-valve, 3 sets cappers Also. machines with standard heads 
¢ 


3-M-53 
FOR SALE — Chester Pyramid 


Excellent condition 


mometer. 


All above equipment in good run 


Ohio Creamery and Supply Com very. reasonable ind. valves 
pany, TOL Woodland Avenue, Cleve Carringers Dairy, La Porte, Ind Send for bulletin and prices. Otto 
land 15, Ohio. 3-M-53 3-M-55 Biefeld Co... Watertown. Wis. 3-M-53 
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EQUIPMENT FOR SALE 


(-gal. Pasteurizer, Steriline, round 
vith paddle type agitator. All stain 


vith sprav ring for cooling 
lid with hydraulic lid litt 
inlet valve and 
thermometer. Like new. 
Weber 10’ Frozel Self-Service Case 


porcelain with stain 


] 
ss stecl 


(one pic ce 
ith milk recording 


$1,250. 


Low temperature, 
ess steel trim. With compressor and 


utomati controls.  ¢ apacity 1 OOO 
ints frozen food or ice cream. New. 
$1,200 

200-gal. Cherry-Burrell Pasteurize: 


vith paddle type agitator All stain 
ss steel with pump and Taylor tem 
erature Like new. $1,000 
300-gal. Cherry-Burrell Mix Stor 


we Vat with cooling plates. Complete 


controls. 


vith heat exchange and ammonia con 
Is. 2” flush valve. All stainless steel. 

New, in original crate. $2,500. 
Pack-Rite Model MC Rotary Bag 

Sealer on stainless steel table with con 


bags, 


evors. Capacity 160) pe 
linute $500. 
Iwo Taylor 20-qt. counter model 


e cream or custard Freezers on stand 
fully automatic 
$1,200 each 


vith freon compressol 
New 
Low temperature Walk-in Box man 
itactured by Sherer & Gillett Com 
mv, Marshall, Michigan. Size SxSx7 


6 10 3 h.p. freon Compresso1 


ntrols guarantec 


with 


vith automatic controls and electric 
etroster Used one season for hard 
ening ice cream. $2,000 

Mills 20-qt. capacity Ice Cream 
Freezer with 60-gal hardening cabi 
net and 20-gal. mix compartment 
Complete with compressor and auto 


nati controls. Used one season 
$1500 

Cherry-Burrell GV 16-valve Mil 
vaukee Vacuum Filler and Capper 
vith bottle and case convevors. Serial 


No. 290. In 
$1500 
Anderson No. 102 Hand Filler with 


excellent condition 


KLEENETTE 


March, 1953 


MANUFACTURING CO. 


EQUIPMENT FOR SALE 


12 pump gears with nozzle attachment 


for 2 cups at a time. $350 


Anderson foot-operated Capper 


Model 178, with S$ oz. cap attachment 
$150 
t-wide Cherrv-Burrell Bottle Wash 
er with take-off conveyors. $750 
Mojonnier Dawson No. 3 M-D Slal 


Slicer. Will split 2 gallon slabs length 
wise into three strips, eac h strip mea 
New SLOO 


Pump with 50-gallon re 


suring 26x2 1 12 

> 4 hep 
taining tank for steam return line for 
putting water in high pressure 20 h.p 


boiler. Like new. $250 
These prices include crating and 
are FOB Birmingham. Sandner and 


Company Box 1769. Birmingham 
Ala 3-M-53 

FOR SALE—Six-foot Rogers 
Pan, stainless, good condition, now 


operating. 
Henszey Company, Watertown, 
Wis. 3-M-53 
FOR SALE—4-wide R.G. Wright 
Washer, good condition. Also one 50 


gallon and one 100-gallon stainless 
steel lined Cheese Vat Hillsdale 
Dairy, Hillsdale, Mich. -M-53 


200 q.p.h. Manton-Gaulin Homog 
enizer. 100 gallon Barrett Pasteurizes 
Milk Pump. 4’ Surface Cooler 
stainless steel covers. Sturdy-Bilt Soak 
er-ty pe Bottle Washer -Valve Ft 
Wayne Bottler, stainless steel fittings 
s-unit Heaters 


with 


for steam or hot water 


Homogenizer, washer, bottler only 
used six weeks 
Herb Schl vel, Albany, Minn 
3-NI-55 


FOR SALE—New 40-qt. Creamery 
Package Direct Expansion Freezer. 
For freon or ammonia. Stainless 
steel trim. Never uncrated. 

Reply to Box 119, care of this pub- 
lication. 3-M-53 


EQUIPMENT FOR SALE 
Girton Weighing and 
Fank, 200-quart [wo 
Cherrv-Burrell Hand Fillers and Cap 
Cherrv-Burrell 6-18 Filles 
Jaco Babcock Tester 
Cherrv-Burrell 
tubes 


Rec ClIVvIng 
capac ity 


crs and 


| 
Cover-Cappers 
12 bottles, electric 
Cooling Board—2 sections, 15 
each 

100-gallon 
stainless steel out, Model 
LOOS. Girton 100-gallon 
stainless steel inside and up, outsic 


Model 45-S100. DeLaval 
E19. electric Sharples 


Damrow Pasteurizei 


insice and 


Pasteurize 


painted, 
Separatol 


Clarifier, stainless steel. Girton Milk 
Pumps, stainless steel, 1/3 h.p. and 
| 4 hp. Centfl 

Purity Rotary Can Washer. Girton 
Case and Bottle Washe pressure 
2 holes. (¢ herry Burrell Soaker Wash 
el I]) t-wide, hand ope rated 

Iwo Tavlor Recording Thermom 
ters. American Recording Thermome 
ter Three Taylor Indicating Ther 
mometers. Two American Indicating 


Thermometers 


Farrar and Tretts Scotch Marin 
Boiler, hand fired, 20 h.p. 50° of 15 
stack. Johnson | pright Pubeless Boil 
er, Sh p hand fired 

Creamery Package x3 Ammonia 
( ompressol self-contained 750-gal 
lon, insulated brine tank, 1/3 > hep 
brine defuser. General Electric ai 
cooled = compressor Methyl, 3) h.p 
stainless steel pipes and fittings 

Dietrich’s Dairy, 305 E. Mahoning 
St., Danville, Pa 3-M-53 


FOR SALE—Late style Heil and 
Creamery Package soaker type Bot- 
tle Washers. 

Ohio Creamery Supply Co., 701 
Woodland Ave., Cleveland 15, Ohio. 

3-M-53 





FOR SALE—Model 904 Addresso 
graph with Lister, $250. McDonald 
Dairy Co., 609 Lewis St., Flint 3 
Mich 3-M-53 


Stainless Steel Sponges 


have greater resistance to corrosive lactic acid and are a 


“must” for the Dairy Industry. By far the most effective 


metal sponges for raising standards 


and lowering costs. 


Will not injure 


hands or equipment. 


Request FREE SAMPLE on your letterhead. 


JOBBERS..COAST TO COAST 


1160 N. HOWE 


ST. CHICAGO 10, 

















EQUIPMENT FOR SALE 

CP Model 29 6-valve Rotary Fille: 
for 51 mm bottles, 3 vears old. CP 
Bantam Soaker Washer, 6-wide, 2 
years old. Mojonnier 
Spout-filler of Canco carton, 6 months 
old. 

McHale Dump Tank Platform 
Scales. 
water and brine sections. 
DeLaval Separator. 


The above equipment in excellent 


Dawson two 


One 6’ Cooler, stainless steel 


Model E 


condition. No longer using because of 
consolidation. All above equipment 
for $3,000. Will equip a small dairy. 

Echo Spring Dairy, 1650 Eighth 
Ave. West, Eugene, Ore. 3-M-53 


FOR SALE — 2 Cherry 200-gal. 
stainless steel Spray Vats. 
condition. 


Good 


Ohio Creamery Supply Co., 701 
Woodland Ave., Cleveland 15, Ohio. 
3-M-53 


Cherry-Burrell Super Plate designed 
to cool 20,000 pounds milk 80° to 
10°; heat 9,000 pounds skim 90° to 
170°; heat 2,000 pounds cream 90 
to 170°; cool 2,000 pounds cream 
170° to 40°. 

Includes press, 4 terminals, 91 stain- 
less steel transfer plates, stainless steel 
circulating unit, pump, Taylor 1%” 


diaphragm valve, and other Taylor 

controls. $5,500. 
McDonald Dairy, Chesaning, Mich. 
3-M-53 


One G-100 Cherry-Burrell R.H. Nu- 
line Filler equipped with 56mm disc 
cappers, flat link Power Conveyor, 
connecting Filler and Washer. 

Avon Dairies, Inc., 721 Clinton 
Ave. South, Rochester 7, N. Y. 

3-M-53 


One Model E 6-wide Cherry-Burrell 


Soaker Bottle Washer in first class 
shape. 
Avon Dairies, Inc., 721 Clinton 
Ave. South, Rochester 7, N. Y. 
3-M-53 
FOR SALE—DeLaval No. 192 air- 


tight Separator Bowl, complete with 


stainless steel discs. Perfect condition. 


Weissglass Gold Seal Dairy Corp., 
2014 Forest Ave., Staten 
N. Y. Glbraltar 2-6600. 


Island 3, 
3-M-53 


FOR SALE — 200-gallon C.P. Ho- 
mogenizer and 1800 Ib. tubular Sur 
face Cooler, complete with covers, 
stands, distributing pipe and trough. 
All equipment meets Grade A require 
ments. Excellent condition. 

Write to Western Dairy & Ice 
Cream Co., St. Joseph, Mo. = 3-M-53 


96 


EQUIPMENT FOR SALE 
FOR SALE~—9 stainless steel Milk 
Tanks, 3,000-gallon capacity; agitated 
and insulated. Excellent condition. 
PERRY EQUIPMENT CORP., 
1409 No. 6th St., Philadelphia 22, Pa. 


3-M-53 

FOR SALE Model K, 24-valve 

Cherry-Burrell, Gra-vac Filler and 

Capper. All stainless steel, excellent 
condition. $6,000. 

McDonald Dairy, 609 Lewis St., 

Flint, Mich. 3-M-53 





SALES PROMOTION 
WRITE for Free Table of Contents 
and Price List of the Manual SUC- 
CESSFUL SALESMANSHIP on the 
VUilk Route. 


routeman to quickly do a complete 


It will help that new 


job, while saving management time. 


E. R. Quackenbush, 432 Fair St., 
Berea, Ohio. 3-M-53 
FOR SALE — Truck lettering and 


trademark decals made for your truck 
and store advertising. Easy to apply, 
uniform, distinctive, economical for 
small or large needs. 

Write for catalog. Mathews Com- 
pany, 827 South Harvey Ave., Oak 
Park, Ill. 3-M-53 





HELP WANTED 

Production Superintendent for 
combination milk and ice cream 
plant in Texas. 

Prefer a man age 32 to 45, with 
college background and a minimum 
of 10 years practical experience in a 
supervisory capacity, capable of tak- 
ing full responsibility. Excellent op- 
portunity for one well qualified; 
none other need apply. Liberal sal- 
ary plus percentage. 

State age, past experience, and 
complete qualifications in first let- 
ter. Must furnish references. All 
correspondence strictly confidential. 

Reply to Box 121, care of this pub- 
lication. 3-M-53 

MAN WANTED — Experienced in 
condensing Whey and Milk, for plant 
in Pennsylvania. State experience. 

Reply to Meyer Zausner, Inc., 175 
Franklin St., New York, N. Y. 3-M-53 


INDUSTRIAL RELATIONS — Ex- 
perienced in negotiations, NLRA and 
NLRB procedures, wage administra 
tion, Human relations and ad 
ministrative ability required. College 
background Willing to 


etc. 


preferred. 
travel extensively. 

P. O. Box 1904, Washington 13, 
i. <;. 3-M-53 





HELP WANTED 

Large Midwest Processor wants top 
notch Cheesemaker, either cheddar o, 
Italian style, or both. 

Kindly state experience and salar 
expected. 

Equity Union Creameri Inc, 
Aberdeen, So. Dak. 3-M-53 

The three men we are looking fo; 


probably are doing an excellent sales 
job for a dairy products plant in th 
Eastern Seaboard, the Midwest 


and 

California, and their pay is already 
substantial. 

They may be young. That won't be 


held against them. Chances are. how- 
ever, that they will be well into mid 
dle age. Perhaps they are old enough 
to remember that we have had good 
times before, but that we have 


hever 
had a boom that lasted forever. In 
brief, they have formed their work 
habits when dollars were harder to 
earn and easier to keep. They should 


be able to handle mino1 probl ms on 
the spot but should know when to ask 
for help. They should have Sf lf Start 
ing energy and a desire to make more 
money than most executives. 

For such men, we have a really out- 
standing opportunity. Write Box 120 
(care of this publication), enclosing 
full details of previous experience and 
a photograph. Interviews either in 
your home town, or we pay your air- 
line fare to our plant. 3-M-53 
SALESMAN 


experienced — in 


We need salesmen 
selling promotional 
items to dairies. Our line of containers 
is the newest and most unusual in the 
industry, and this is an excellent op 
portunity for an aggressive, alert man 
to get on the ground floor with this 
High rate 
We are DISA members 
Replies confidential. 


young growing company. 
commission. 


Reply to Box 123, care of this pub 
lication. 3-M-53 

SALESMAN WANTED One of 
the leading eastern jobbers of Dairy 
Equipment and Supplies is adding 
sales representatives to its present 
force. 

We are looking for men who have 
a background of dairy processing and 
sales experience. Please state all qual- 
ifications in first letter. 

Reply to Box 109, care of this pub- 
lication. 3-M-53 


Experienced Working Foreman fot 
small fluid milk bottling plant; 4,000 
quarts daily, in southwestern Connecti 
cut. State age and experience. 

Reply to Box 122, care of this pub 


lication. 3-M-53 
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HELP WANTED - 

DAIRY PLANT ENGINEER—Milk 
nd Ice Cream operation in Great 
Lakes area. Must have knowledge of 
hi-pressure boiler and 


\ust be qualified to supervise main 


retrigeration 


tenance, garage, power, and refrigera 
tion. 

Replies confidential. Reply to Box 
117, care of this publication. 3-M-53 


BACTERIOLOGIST and FIELD- 
\AN-—Central New Jersey. Give full 


letails, age, experience, etc. 
Reply to Box 116, care of this pub- 
ication. 3-M-53 





~ POSITION WANTED 
SUPERINTENDENT 


wishes 





with many 
position as 
supervisor in milk or ice cream plant. 
Well versed in all phases of the man- 


years experience 


facturing and processing of all by 
products. 

Presently employed. Dairy school 
vraduate. Recommendations. 
Occupant, 1205 Lila St., Jackson 


ille, Fla. 3-M-53 


Position wanted as 
small milk plant. 


nerience in bookkeeping and account- 


Manager of 
Twelve years ex 
ng, sales, and management. Now em 
loved as general manager. 

Would like to take over responsi 
bility of operator wishing to take it 
easy or retire. Prefer South or South 
vest. Reply to Box 112, care of this 
3-M-53 

Position wanted as PURCHASING 
MANAGER or ADMINISTRATIVE 
SUPERVISOR. Eleven years’ experi 
ence in Chemicals, dairy supplies 
equipment, producer relations, public 
health programs, quality control, and 
personnel training. A complete know] 


] 
| 


dge of the dairy 


publication. 


supply industry. 


Eastern location preferred. Age 33 
llege degree. 

Reply to Box 113, care of this pub- 
3-M-53 


cation, 





POSITION WANTED 
Position wanted as Working Office 
Manager-Accountant. Twelve years 
experience in plant, office, sales and 
management. Prefer South or South 
west. Reply to Box 115, care of this 


publication. 3-M-53 


Opportunities like this one are few 
and far between. This man is a top 
flight dairy executive with 25 years ot 
experience in milk and ice cream be 
hind him. He is old enough to know 
the score, but young enough to do 
something about it. He has an un 
blemished success as the 
manager of a large eastern milk and 
ice cream organization. He is widely 
known in the well 
rounded, able businessman. 

Reply to Box 126, care of this pub 
3-M-53 


record of 


northeast, is a 


lication. 





TESTING EQUIPMENT 

MR. PROCESSOR—YOU MAKE 
A PROFIT while pleasing a cus- 
tomer when you carry The KO-EX-7 
Brom Thymol Mastitis Detectors. 
This simple test helps your producer 
detect Mastitis in its early stages. 
The result— A Quality Product is 
delivered to you. Samples free. 

Sterling Research Corp., Dy. Div. 
AR, Buffalo 3, N. Y. 3-M-53 


test Milk Milk 


Products for accurate acidity in six 


Anyone 


can and 


seconds—by using the Oxyphen pH 
Testing Papers specially designed for 
milk. Oxyphen pH Testing Papers are 
ideal for chocolate milk or drink. Be 
cause dairy products are highly perish 
able, these Test Papers are a valuable 
adjunct in quality control. 

Simple directions and value chart 
with 250 Test 
Sold at $3.25 per box, postpaid, on 
ten days approval. 

DAIRYTEST SERVICE, 
76th St., Brooklyn 27, N. Y. 


each box of Papers. 


78-61 
3-M-53 





| Better DRY MILK 


AT LOWER COST 
eee 


DRY MILK MACHINES 
Built in Five Sizes 


Patented, 
“20-year cylinders” give years 
and years of maximum pro- 
duction of a superior dry milk 
at the lowest possible cost 


The 





Many other exclusive features insure long life with low steam 
and power costs. Complete details upon request 


OVERTON MACHINE COMPANY 


Dowagiac 


a 


glass - smooth, 





Michigan 





March, 1953 





SANITARY 
AND BRINE 





FLAVORINGS 
PURE tree-ripened LIME Juice, 
ORANGE Juice or TANGERINE 
Juice for Better Sherbets. Sample 
order, 12 Number 10 cans, any com- 
bination, only $15.00. 
Write to Florida 

Eustis, Fla. 


Canners, Inc., 
3-M-53 


Dairy Grape-ade is profitable. Your 
total quart. Write for 
sample. Bradway Chocolate Company, 
New Castle, 3-M-53 


FOR SALE—Non-settling Chocolate 
Milk made milk, no heat 
needed. Order a trial case, six No. 10 
tins, Bradway Cold Mix Non-settling 
Chocolate; or ask for 
Bradway Chocolate 
Castle, Ind. 


FOR SALE—Dairy orange-ade base 
sweetened. Mixes one to six with 
water. No sugar needed. $1.60 per 
No. 10 tin. One can per case free tor 
sampling. Write for sample. Bradway 
Chocolate Co.. New Castle, Ind. 

3-M-53 


cost Yc pel 


Indiana. 


from cold 


free sample. 
Company, New 
3-M-53 


NUTRITIONIST DECLARES MILK 
NOT FATTENING 


People who do not drink milk be 
cause they think it is fattening are 
misinformed and missing a good bet, 
says Mrs. Kathleen Berresford, public 
health nutritionist in the School of 
Nutrition at Cornell. 

In a recent talk to the National Milk 
at Atlanta, Ga., 
Mrs. Berresford noted that a reducing 


Producers’ Federation 


diet calling for whole milk is success 
fully used in a weight-control study 
the School of 
Nutrition. The whole milk helps stave 
off hunger, and patients find the diet 
satisfying, she said. 


now being made by 


Mrs. Berresford said she often hears 


mothers complain that milk is too ex 


pensive to buy for the large family 
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FITTINGS 





TUBING 


L. C. THOMSEN & SONS, INC., KENOSHA, WIS. 


Sanitary Equipment for the Processing Industries 
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